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McCann Effects 
‘Largest Move 
Ever by Agency’ 


Agency Gathers 1,100 
Employes into 14 Floors; 
Keeps 4 Other Locations 


New York, Jan. 24—McCann- 
Erickson, which has been popping 
agency eyes for the last five years 
with account and personnel acqui- 
sitions, this week added a new di- 
mension—real estate. 

The agency positioned its New 
York office into 14 floors of 485 
Lexington Ave., a new 30-story 
building at 46th St. & Lexington 
Ave., and then embarked on what 
it modestly called “the largest of- 
fice move ever made by an adver- 
tising agency.” 

Some 1,100 people—drawn from 
five locations their departments 
now occupy—will be moving over 
between now and the official open- 
ing date, Jan. 28. 

Even so, McCann’s total opera- 
tion will still be in five New York 
locations: the home office at 485 
Lexington, the world-wide corpo- 
rate headquarters at 50 Rockefeller 
Plaza (where the international di- 
vision will also be located), the 
Marschalk & Pratt division at 
460 Park Ave., Communications 
Counselors at 535 Fifth Ave. and 
Market Development Corp. (a re- 
search affiliate) at Depinna Bldg. 


® As the various departments be- 
gan their move, McCann men 
looked back at a similar decision, 
with both nostalgia and amuse- 
ment. In 1939, the agency moved 
from 285 Madison Ave. to 50 Rock- 
efeller Plaza. It then had $20,500,- 
000 in billings—$10,500,000 in New 


(Continued on Page 84) 


Breakdown of AA Obits by Age Brackets 


THE NATIONAL NEWSPAPER OF MARKETING 


SWEETHEARTS OF ALL AGES—W. F. Schrafft & Sons Corp., Boston, is 
using three poster designs simultaneously in 66 markets in its Val- 
entine’s Day promotion—its first use of outdoor. The other two 
posters show a young and a middle-aged couple respectively. Silton 


Bros., 


Boston, is the agency. 


Admen Died a Year Younger in ‘56; 
Average Dipped to 57.9: AA Survey 


Only 25% of Admen 
Who Died in ‘56 Reached 
Age of 66, Obits Show 


Cuicaco, Jan. 24—Advertising 
men continue to die at an earlier 
age than men in other fields, a 
study of obituaries appearing in 
ADVERTISING AGE shows. The av- 
erage age at death in 1956 was 
57.9, a year younger than in 1955 
and 3.6 years younger than the 
61.5 reported in 1954. Men in 
businesses related to advertising 
died at an average age of 65, 
while persons in other businesses 
averaged 69.5 at death, the AA 
obituaries indicate. 

For comparison, according to 
figures compiled by the American 
Medical Assn. for the years 1949 
to 1951, the average age at death 
of a physician was 68.6. The me- 
dian age was 70.8. From the same 
source, statistics compiled for the 
year 1955 showed that dentists’ 
average age at death was also 
68.6; the median age was 70. 


ApvERTIsSING AGE obituaries show 
that 41% of the advertising men 
died before the age of 55, 75% 
before 66. In allied businesses, 
48% were 65 or younger. 


@ Still fewer admen (4.7%) at- 
tained the age of 81 or more. In 
allied businesses, 10.8% reached 
81 or over. 

The publishing business pro- 
duced more oldsters than any oth- 
er surveyed. Out of a total of 66 
deaths reported in this business, 
13, or almost 20%, were over 80 
and their ages ranged up to 93. 

Though life expectancy figures 
are not available for occupational 
groups, the Institute of Life In- 
surance reports that the life ex- 
pectancy at birth for a US. 
white male born in 1900 was 46.6 
years, for one born in 1954 the 
life expectancy is 67.4 years. Fur- 
ther, a man who reached the age 
of 40 in 1954 could look forward 
to an additional 31.8 years. A man 
who was 50 in 1954 could expect 
another 23.4 years, and one at 
the age of 70 had a life expect- 
ancy of 10.5 years. 

The survey constitutes an in- 
dication only and cannot be con- 
sidered comprehensive or defini- 
tive, since it reviews obituaries 
carried in AA only. The paucity 
of similar figures for other pro- 
fessions and industries makes the 
significance of the results diffi- 
cult to assess. * 


‘How About Discounts?’ . .. 


NAEA Speakers Laud Dailies as 


Medium; Call Rate 


Samuelson, Stebbins Hit 
Disparities; Tyler Says 
‘Best for Product News’ 


Cuicaco, Jan. 22—Newspapers 
have not kept pace with the times 
and are losing ground in the battle 
with other advertising media for 


Mutual Reportedly 
Ends Entertainment 
Shows; Alters Setup 


New York, Jan. 25—The Mu- 
tual Broadcasting System has 
been sounding out some of its af- 
filiates on plans for a sweeping 
overhaul of the network’s sched- 
ule, with a shift to an emphasis 
on a news service. 

Specifics of the network’s plans 
for its future will be discussed 
in Chicago Jan. 31 at a meeting of 
MBS executives and the Mutual 
Affiliates Advisory Committee. 

Yesterday John B. Poor, presi- 
dent of the network, declined to 
say what, if any, major moves 
he would recommend to the sta- 
tion men. 

However, a proposal that some 
stations have heard about re- 

(Continued on Page 85) 


Setup ‘Appalling’ 


their share of the nationa] adver- 
tising dollar, Clifford S. Samuel- 
son, director of grocery product 
advertising, General Mills, said 
yesterday. 

“Although the revenues of news- 
papers have been increasing in the 
past few years, the amount of 
money being spent by national ad- 
vertisers in newspapers has been 
decreasing,” Mr. Samuelson said 
in a talk at the Newspaper Adver- 
tising Executives Assn. convention. 

National advertisers are by- 
passing newspapers for the follow- 
ing reasons, according to Mr. 
Samuelson: 


e Newspaper circulation has not 
kept pace with the cost of advertis- 
ing. 

e Newspapers are not priced com- 
petitively with other media. 
“Newspapers have sliding scales of 
discount rates for retail advertis- 
ers, but how about discounts for 
national advertisers?” he said. He 
pointed out that other media offer 
frequency discounts to national 
advertisers. 


e Newspapers don’t offer the same 
rates to all advertisers. Inconsist- 
ency in rates is the rule rather 
than the exception. For example, 
the rate per 1,000 circulation for 


(Continued on Page 56) 


Continental Ad & 


Marketing Is US. 


Organization of 11 European Agencies 


Foreign Admen, irked by 
Commission Splits, Alter 
Present Affiliate Setups 


By Milton Moskowitz 


New York, Jan. 23—Representa- 
tives of 11 European advertising 
agencies met in London today and 
organized an international com- 
bine that will operate an agency 
here. 

The new American agency, Con- 
tinental Advertising & Marketing 


Last Minute News Flashes 


Sheriff ‘Liquidates,’ Joins Roche, Williams 


Cuicaco, Jan. 25—Walker B. Sheriff, president of Walker B. Sheriff 
Inc., has liquidated his agency and joined Roche, Williams & Cleary 
as vp, account group supervisor and member of the plans board. With 
him went most of his principal staff members and five accounts, in- 
cluding Servel Inc.’s refrigerator division, to which Sheriff was ap- 
pointed just two weeks ago (AA, Jan. 14). Mr. Sheriff said the move 
was aimed at giving his clients the service provided by a “fully de- 
partmentalized and expertly staffed agency.” The Sheriff agency’s 
annual billings are “close to $2,000,000,” Mr. Sheriff said. 


Lees Carpet Account Moves from D’Arcy to Ayer 
Bripceport, Pa., Jan. 25—James Lees & Sons Co., manufacturer of 
“heavenly carpets by Lees,” has appointed N. W. Ayer & Son to handle 
its advertising effective immediately. The company has used D’Arcy 
Advertising Co. for the past eight years. Its annual budget is eatimated 


at about $1,000,000. 


Bavarian Brewing Names Calkins & Holden 


CovincTon, Ky., Jan. 25—Bavarian Brewing Co. has named Calkins 
& Holden, New York, to handle its advertising, beginning March 17. 
The current agency is Richard F. Peck Advertising, Cincinnati. 
(Additional News Flashes on Page 85) 


Agencies, will represent each of 
the member agencies. It will seek 
business for the member agencies 
from American companies market- 
ing in Europe. In turn, the member 
agencies will try to route to the 
New York office accounts of Euro- 
pean companies marketing in the 
US. 

Incorporation papers for the U.S. 
agency were taken out last week 
in Albany by Dr. Rudolf Farner, 
Swiss agency man, who today was 
elected board chairman of Con- 
tinental Advertising & Marketing 
Agencies. 

The 1l-nation meeting in Lon- 
don also approved the nominations 
of Dr. Werner K. Gabler as presi- 
dent and Sterling Wheeler as exec 
vp of the New York agency. Dr. 
Gabler is a Swiss-born market 
consultant who operates a company 
under his own name in Washing- 
ton and New York. He is a con- 
sultant for European companies. 
Mr. Wheeler is a former vp of Bat- 
ten, Barton, Durstine & Osborn 
and of Young & Rubicam. He 
opened Y&R’s office “in Mexico 
City. 


s The venture is the most ambi- 
tious foreign undertaking in the 
U. S. agency field since S. H. Ben- 
son Ltd. and Mather & Crowther 
joined to launch Ogilvy, Benson & 
Mather in New York. 

The new combine is being 
launched with the full knowledge 
of the American Assn. of Advertis+ 


ing Agencies. In fact, it already 
(Continued on Page 84) 
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Ford, P&G, 
Hamm Are Top 
Outdoor Winners » 


Cuicaco, Jan. 23—A _ distin- 
guished jury of art directors, mu- 
seum directors, agency and busi- 
ness executives today chose a 
Ford Motor Co. outdoor poster as 
the first grand award winner in 
the 25th national competition of 
outdoor advertising art, sponsored 
by the Art Directors Club of Chi- 
cago. The second grand award 
went to a Procter & Gamble post- 
er for Cheer, the third grand award 
to Theo. Hamm Brewing Co. 

The Ford design was produced 
by J. Walter Thompson Co., the 
P&G poster by Young & Rubicam 
and the Hamm poster by Camp- 
bell-Mithun. 

In addition to the three top 
awards, the jury selected first, 
second, and third winners in 17 
classifications, including public 
service advertising and painted 
displays. These selections, with an 
additional number of designs, will 
be published in its poster annual 
in April by Outdoor Advertising 
Inc. The awards will be presented 
at the annual ADCC lunch April 
30. 

John Willmarth, exec vp and art 
director, Earle Ludgin & Co., Chi- 
cago, was chairman of the compe- 
tition and exhibit committee. Basis 
for judging the designs was (1) 
the value of the idea in creating 
sales or promoting a cause and 
(2) effectiveness, excellence and 
ingenuity of design, composition 
and technique. 


® Two leading art museum di- 
rectors participated in the jury: 
Dr. Grace L. McCann Morley, di- 
rector, San Francisco Museum of 
Art, who was jury chairman, and 
Lloyd Goodrich, assistant director, 
Whitney Museum of American Art, 
New York. 

In the painted bulletin classifi- 
cation, the jury selected a Glen- 
dale Provision Co. frankfurter de- 
sign (Luckoff & Wayburn Inc., 
agency) for first place; a Ford Mo- 
tor Co. design (J. Walter Thomp- 
son Co.) for second place; and a 
Sicks’ Seattle Brewing & Malting 
Co. (Miller, Mackay, Hoeck & Har- 
tung Inc.) design for third place. 

Embellished painted bulletin 
classification winners were a Phil- 
ip Morris Inc. Marlboro cigarets 
design (Leo Burnett Co.), first 
place; Galvatex vinyl paint (Drey- 
fus Agency), second place; United 
Air Lines (N. W. Ayer & Son), 
third place. 


52 Bette Davis Films 
Get Live Introduction 
by Star on WBZ-TV 


Boston, Jan. 23—In the first 
television deal of its kind, WBZ-TV 
has bought film star Bette Davis 
to introduce live more than 50 of 
her Warner Bros. films on a week- 
ly basis, starting April 6. “We are 
the first tv station in the country 
to tie up films with live appear- 
ances of the star, and the possibili- 
ties this may open up in the indus- 
try may set new vistas,” Franklin 
A. Tooke, station head, said. 

Miss Davis will sign final con- 
tracts on her return from the West 
Coast, where she is to make half- 
hour films until March. The film 
star will go on WBZ-TV to pre- 
sent her films in the 5:30 to 7 p.m. 
slot Saturday nights for 52 weeks. 

The program will be called 
“Bette Davis Presents.” She will 
open and close the film presenta- 
tions with anecdotes. Price to be 
paid Miss Davis for the deal was 
not disclosed, but it was indicated 


Falter 


TOPPER—In the 25th annual national outdoor advertising art com- 
petition sponsored by the Art Directors Club of Chicago, this Ford 
Motor Co. poster won the first grand award. Displaying the poster, 


which was produced by J. Walter 


illustrator; Dr. Grace L. McCann Morley, director of the San Fran- 
cisco Museum of Art and jury chairman; Richard Forrest, vp, 
Campbell-Mithun, and L. M. Green, president, Dr. Pepper Co. 


4 bedrooms, 3 baths... 2 FORDS 


/ 


2 


Forrest Green 


Thompson Co., are John Falter, 


Women’s Favorite 
Coupon Is Hitched 
to Package: Study 


New York, Jan. 22—What type 
of premium promotion attracts 
housewives? 

The offer of a household item, 
featured on a package and involv- 
ing only coupons, not cash. 

That’s the finding of a premium 
study conducted in two New York 
counties, Chemung and Westches- 
ter, by Nesbitt Associates, package 
and product designer. 

Of the 262 housewives queried, 
202 said they preferred household 
items to wearables. Such house- 
hold products as towels, cooking 
utensils, glassware and silver were 
in high favor. Wearables such as 
hosiery, lingerie and jewelry ran 
a poor second, because, the wom- 
en said, in the matter of personal 
and fashion items they like to com- 
pare and make selections from the 
wide assortments in department 
stores and specialty shops. 


s The survey also indicated that 
two-thirds of the women respond- 
ed to premium offers featured on 
packages. Newspaper and maga- 
zine coupon advertising came sec- 
ond. Premium offers on coupons 
received by mail were third among 


‘57 Ad Week Is 
Expected to Have 


Doubled Impact 


New York, Jan. 25—More than 
150 affiliated clubs plan to put 
the spotlight on advertising next 
Feb. 10-16, which has been desig- 
nated Advertising Week, under the 
co-sponsorship of the Advertising 
Federation of America and the Ad- 
vertising Assn. of the West. The 
clubs will stage meetings, exhibits 
and programs aimed at emphasiz- 
ing the theme of the week, “Ad- 
vertising Benefits You.” 

Cunningham & Walsh is the task 
force agency for the week. It 
has prepared special material for 
newspapers, magazines, business 
and farm papers, car cards and 
radio and tv. Chairman of the ob- 
servance will be Thomas D’Arcy 
Brophy, board chairman of Ken- 
yon & Eckhardt. Vice-chairman 
will be Eugene McKim, advertising 
director of Western Farm Life, 
representing the Advertising Assn. 
of the West. 

According to AFA, more than 
$900,000 was donated to the pro- 
motion of Advertising Week. This 
year, it said, with all materials 
being prepared by a single agency, 
the impact of the week is expected 


to be high. ° 


to double. . 


the three categories. 

In other words, the majority 
stated that it was while they were 
in the supermarket that they were 
most prompted to take advantage 
of a bonus or premium offer. 

According to this survey, wom- 
en are not too enthusiastic about 
those premium offers that involve 
both coupons and a small cash 
outlay. Seven out of every ten 
women interviewed strongly indi- 
cated that they preferred to collect 
a greater number of coupons or 
box tops over a longer period of 
time than to pay even a small 
fraction of the premium cost in 
cash. 


= More than 55% of the women 
reported they were more intrigued 
by bonus and premium offers to- 
day than they formerly were. Also, 
106 women stated that for items 
on their supermarket shopping 
lists they make a point of seeking 
out packages that offer them a lit- 
tle something extra for their mon- 
ey. 

Of a total of 89 mothers with 
very young children, 64 said the 
cut-out and plastic toys offered 
with cereal were popular with 
their youngsters. Of these 89 moth- 
ers, 41 were convinced the types 
of toys and the colorful way they 
were illustrated on the packages 
accounted for the popularity of 
certain cereals in their households. 


Reardon Joins ‘Scientific’ 

William F. Reardon, formerly 
advertising manager of The Re- 
porter, has joined the advertising 


TV Gets Bulk of 
$800,000 Drive 
for Jet Bon Ami 


New York, Jan. 23—Traveling 
with the speed implicit in the name 
of the product, a promotion team 
for Jet Spray Bon Ami has con- 
cluded a one-week whirlwind 
four-city tour, impressing Bon Ami 
brokers with plans for the future. 
Kenneth Beirn, president of 
Ruthrauff & Ryan, the Bon Ami 
agency, was one of the principal | 
speakers before a group of New| 
England and Middle Atlantic bro- 
kers this week. Other one-day 
meetings were held in Atlanta, 
Chicago and San Francisco. 

Mr. Beirn told the brokers that 
television would get two-thirds of 
Bon Ami’s 1957 budget. This is 
approximately 20% more than 
similar companies devote to tv, 
it was pointed out. 

V. D. Dardi, president of United 
Dye & Chemical Corp., of which 
Bon Ami Co. is a subsidiary, told 
ADVERTISING Ace that the company 
would spend about $800,000 in ad- 
vertising for the first quarter of 
this year. Other spokesmen set the 
combined advertising and mer- 
chandising budget at around $1,- 
100,000 for the same period of time. 


s The campaign includes exten- 
sive use of television, radio, maga- 
zines and newspapers, details of 
which have already been published 
(AA, Jan. 21). 

Introduced on the market last 


July, Jet Spray Bon Ami shortly 


iT—Bon Ami Co.’s 

newspaper page shown here 

(scheduled for February and 

March) stresses the ease of jet- 
froth cleaning. 


NOTHING TO 


will sell can No. 10,000,000, the 
company reports. Even though 
there has been an investment of 
$1,400,000 in the new product in 
the last five months of 1956, ac- 
cording to Mr. Dardi, “We’re mak- 
ing money now,” he says. “We 
hope to increase our sales of 
cleanser 100% this year.” 

Bon Ami reports that in the past 
eight months it has sold twice as 
many cases of cleanser as in any 
previous 12-month period. A de- 
clining company for some time, 
until its purchase by United Dye 
& Chemical last year, Bon Ami has 
ended its slump. 1956 sales are 
reported to have been 92.5% ahead 
of 1955. e 


MINNEAPOLIS, Jan. 23—How 
market research helped a 100- 
year-old company overcome its 
innate conservatism and rebuild it- 
self around a new product was 
related today by Michael J. Mc- 
Crudden Jr., vp of the marketing 
research firm, A. J. Wood & Co., 
Philadelphia. 

The subject of Mr. McCrudden’s 
talk to the Minnesota chapter of 
the American Marketing Assn. was 
Bon Ami Co. (see story above), 
which acquired a new manage- 
ment after Union Dye & Chemi- 
cal Co. took over the company last 
May. Long before this, however, 
Bon Ami was trying to rehabili- 
tate itself with a new window 
cleanser packaged in an aerosol 
can and called Jet Spray Bon Ami. 
Mr. McCrudden described the situ- 
ation this way: 


sales staff of Scientific American. 


“The Bon Ami Co. was faced 


PLANNERS— John P. Cunningham, 


re 


head of Cunningham & Walsh, and 


Thomas D’Arcy Brophy, chairman of Kenyon & Eckhardt, get to- 

gether on plans for Advertising Week, Feb. 10-16. C&W is the task 

force agency and Mr. Brophy is general chairman for Ad Week, 
which is sponsored by the AFA and the Ad Assn. of the West. 


Advance Market Research Helped Bon Ami 
‘Scratch’ Glass Cleaner Field: McCrudden 


with a bewildering dilemma. In 
the face of hordes of new compet- 
itive products . .. it had steadfastly 
declined to make any important 
addition to its product line in 
nearly 50 years. The familiar 
red-and-yellow packaged scouring 
powder—‘Hasn’t scratched yet’— 
continued as its standby. How- 
ever, annual sales were slipping 
year by year and the task of re- 
gaining its former share of the 
market appeared remote. 


= “At the same time,” Mr. Mc- 
Crudden noted, “this conservative 
policy of retrenchment had result- 
ed in the company having an ex- 
tremely strong cash position and 
with this as a motivating factor, 
the technical staff had painstak- 
ingly delved into new product pos- 
sibilities in related fields.” 

Out of this research came the 
new Bon Ami which, despite its 
laboratory promise, the company 
still hesitated to market—for a 
couple of reasons. First there was 
a simple resistance to spending 
the money required: “Bon Ami’s 
long period of relative sterility 
acted as an effective brake against 
any dramatic expenditures.” 

Second cause for hesitation was 
the strong competition Jet Spray 
would have to face, specifically 
Windex. So Bon Ami hired the 
Wood organization to conduct a 
complete market study of whether 
or not the new product should be 
launched. 


s At this stage (field work started 
in September, 1955) there were 
broad questions to be answered: 
Would the housewife accept a 
higher price for the aerosol clean- 
er? Would she want changes in the 
product’s formula? Would she pre- 
fer a 6-oz. or a 12-o0z. package, or 
both? All these, including the price 
question, were turned over to the 
research crews, and ultimately to 
the consumers. 

The pricing problem is common 
to all manufacturers developing 


(Continued on Page 83) 
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Seattle Retailer 


Hits ‘Messy’ Co-op 


Ad Allowances 


Howard Tells Retail Ad 
Meet of ‘Waste, Loss of 
Control’ in Co-op Setup 


Cuicaco, Jan. 22—Cooperative 
advertising is both saint and sin- 
ner, but it’s not good for either 
retailing or manufacturing in its 
present form, Paul H. Howard, 
sales promotion manager of the 
Rhodes Stores, in Seattle, told the 
Retail Advertising Conference 
here this past weekend. 

“I hate the whole messy busi- 
ness,” he asserted. “It’s reached 
a point today where it’s disgrace- 
ful. It’s spreading its ugly tenta- 
cles into more and more depart- 
ments, more and more items. It’s 
marking up merchandise to the 
consumer. It’s squeezing out qual- 
ity.” 

Mr. Howard said he is particu- 
larly concerned about “the trend 
of stores to lose control of their 
advertising programs . . . because 
the really smart manufacturers 
are becoming more dictatorial as 
they pay a larger proportion of 
our advertising appropriations. 
They tell us how many ads to run. 
They juggle their agreements so 
we are working for them some- 
times.” 


® Retailers tend to forget, he 
went on, “that cooperative adver- 
tising is nothing but a discount, 
no matter how you try to disguise 
it... It’s a discount with strings 
to a retailer. And it’s reached the 
point where even the manufactur- 
er himself fails to recognize ad- 
vertising as a discount.” 
(Continued on Page 52) 


Early Times Push 
Features Winning 
‘Bartender Secrets’ 


LovlIsvILLe, Jan. 23—Prize-win- 
ning mixed drinks will be featured 
in the coming campaign for Early 
Times bourbon by Brown-Forman 
Distillers Corp. 

The drinks were winners in 
Early Times’ 1956 contest among 
the nation’s professional bartend- 
ers, tavern owners and hotel, club 
and restaurant owners and man- 
agers. In the contest, more than 
$6,000 in prizes were distributed to 
some 50 winning drink mixers, the 
distiller reports. A 1957 competi- 
tion, with about $10,000 in prizes, 
gets under way this spring (AA, 
Nov. 26). 

The campaign includes a color 
spread, featuring 12 drinks, in Life 
Feb. 25 and an eight-page color 
insertion in the March Coronet. An 
editorialized version of the Coronet 
ad—‘“Master Bartenders’ Secrets 
Revealed”—will be offered free (in 
states where legal) as part of the 
promotion. During the promotion, 
every fifth of Early Times leaving 
the distillery, B-F says, will carry 
the reprint as a wraparound. 


s Besides the Life and Coronet 
ads, color pages will run in Feb- 
ruary and March in Look, News- 
week and Sports Illustrated. 

Newspaper ads illustrating the 
three grand prize winners will be 
carried in some 200 dailies across 
the country, Brown-Forman says. 
Newspaper copy invites the con- 
sumer to get a copy of “Secrets 
Revealed” from his package store. 
Point of purchase materials for 
both package stores and for pour- 
ing outlets have been made avail- 
able. 

Ruthrauff & Ryan is the gia 


Magazines, Agency. 
Supplement, TV 
Absorb 18 from C-C 


Cuicaco, Jan. 23—Another 18 
executives and salesmen from the 
advertising, sales and promotion 
staffs of Crowell-Collier Publish- 
ing Co. have lined up new jobs— 
11 om seven other magazines, three 
with two other publishers, three in 
tv and one with an agency. 


After placing practically all of| | 


its personnel (AA, Jan. 14), the 
Chicago office has been officially 


closed. Bill Sittig, former western | © 
manager of the company, can be|# 


reached at 
CHicago. 

Robert N. Woodruff, former vp 
of Crowell-Collier and manager of 
its Detroit office, has joined Met- 
ropolitan Sunday Newspapers as 
head of its Detroit office. Robert 
G. Saltsman, formerly with Col- 
lier’s in Detroit, has joined Metro 
as a member of Mr. Woodruff’s 
staff. 


Whitehall 4-6433, in 


s Jack W. Warr, former C-C di- 
rector of supermarket operations 
and supervisor of newsstand mer- 
chandising, has been named direc- 
tor of dealer development by Mac- 
fadden Publications, New York. 

Former C-C New England man- 
ager, James F. Doherty, has joined 
Chambers & Wiswell, Boston agen- 
cy, aS an account executive. 

To McCall’s promotion staff in 
New York go Martin H. Hummell 
Jr., former C-C promotion direc- 
tor, and Frederick V. Bronner, who 
was director of promotion and 
merchandising of Woman’s Home 
Companion. 

Redbook, New York, has added 
Howard D. Pancoast, Henry Seiden 
and W. Terry Levis, all from the 
Companion. 


s Joining Look, New York, are 
Christopher S. Carter and Jerome 
A. Friedland, both from Collier’s. 

Alexander Stewart has moved 
to the advertising promotion staff 
of U.S. News & World Report; L. 
H. Heckinger joins the San Fran- 
cisco office of The Saturday Eve- 
ning Post, and Jack Bailey has 
been named to the eastern sales 
staff of Field & Stream. All were 
with Collier’s. 

B. Chester Waddell, previously 
with Companion, has been named 
New England sales representative 
of House Beautiful. 

Entering the tv sales field are 
John J. Kelly, from Collier’s, who 
has been named an account execu- 
tive of ABC-TV, and Robert Sto- 
vel, formerly manager of Collier’s’ 
San Francisco office, who has 
joined KHJ-TV, Los Angeles, as 
an account executive. 

John G. Trezevant, Collier’s 
managing editor, will join the Na- 
tional Assn. of Radio & Television 
Broadcasters, Washington, as man- 
ager of news and publications. e 
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SMART WOMEN—-This spring Hanes 
Hosiery will continue to feature its 
pink lady, who has “no seams to 
worry about,” in six fashion books 
and Life. J. R. Flanagan Advertis- 
ing, New York, is the agency. 


Hunt Foods Sets 
Color Drive for 
Catsup, Tomato Paste 


FULLERTON, CAL., Jan. 22— 
Heavy four-color schedules in 16 
national publications will be used 
by Hunt Foods to promote its to- 
mato products in 1957. 

Heading the schedule is a series 
of 52 color pages for tomato catsup 
in The American Weekly on an 
every week basis. American Week- 
ly also will carry eight color ads 
for tomato sauce. Family Weekly 
will carry Hunt ads every other 
week. 

Every-issue schedules for tomato 
paste and tomato sauce also will 
be used in 10 monthly women’s 
service and home and special in- 
terest magazines: Better Homes & 
Gardens, Ebony, Good Housekeep- 
ing, Ladies’ Home Journal, Mc- 
Call’s, Redbook, True Experience, 
True Love Story, True Romance 
and True Story. Life and The Sat- 


urday Evening Post will carry cat-| | 


sup pages every month. 
High-fashion theme catsup ads, 
introduced by Hunt last year, will 


be continued monthly in Harper’s|| 


Bazaar and Vogue. 

In revealing the 1957 ad pro- 
gram, Whitney Drayton, vp of ad- 
vertising, said: “Heavy schedules, 
concentrated for dominant impres- 
sion on each audience selected, 
have been for years a principle of 
Hunt’s advertising . . . the impact 
of these schedules has moved mer- 


chandise from retail shelves.” e 
Napier Joins ‘Esquire’ 
A. Mitchell Napier, formerly 


western manager of Printers’ Ink 
in Chicago, has joined the adver- 
tising staff of Esquire. 
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BARTENDERS’ SECRETS—This color spread, scheduled for the F eb. 25 
Life, features winners in Brown-Forman Distillers Corp.’s 1956 
mixed-drink contest. Ruthrauff & Ryan is the agency for Early 


Times. 


‘Put Sex Back into Hosiery Ads’... 


Hosiery Will Try to 


New Approaches: Use as 

‘Cosmetic’; More Stretch; 

Upgrading; Maybe Color 
By Phyllis Johnson 


New York, Jan. 23—The ailing 
hosiery industry has passed the 
crisis, and 1957 is the year of re- 
covery. Well, at least that’s what 
the industry’s optimists are telling 
each other. 

Such cheerful prognostications 
are based partially on the fact that 
the first batch of war babies turns 
17 this year, and partially on the 
hope that 1957 could be the year of 
stepped-up advertising and fashion 


Stevenson Heads 
B&B's New PR Unit 


New York, Jan. 24—Benton & 
Bowles today announced the for- 
mation of a public relations sub- 
sidiary, General Public Relations 
Inc., 


and the merger of General 
on Feb. 1 with 
Burns W. Lee- 
Patrick O’Rourke 
Inc. 

Ward B. Stev- 
enson, vp and 
public relations 
director at Ben- 
ton & Bowles, has 
been named pres- 
ident of the new 
combined compa- 
Ward B. Stevenson DY. Burns W. Lee 

will be exec vp 
of General. Robert L. Jordan, 
manager of B&B’s pr depart- 
ment, will be a vp, and William R. 


Baker, board chairman of Benton a 


& Bowles, also will be chairman 
of General Public Relations. 
Patrick O’Rourke will not join 


Burns W. Lee 


Robert L. Jordan 


the new company but will an- 
nounce his plans shortly. 


s “We regard this move as a nor- 
mal and necessary diversification 
of the services of a modern ad- 
vertising agency,” said Robert E. 
Lusk, president of B&B. “One of 
the important assets of the new 
company will be its access to the 
broad facilities of the Benton & 
Bowles organization in the areas 
of marketing, research and cre- 
ative talent. 

“Our subsidiary corporation 
will operate as an independent 
arm but will maintain close liaison 
with the agency’s advertising ac- 
count groups to assure consistency 
and coordination of policies for 
clients who are getting both ad- 
vertising and public relations serv- 
ices.” 

Mr. Lusk added that separation 
of the advertising and pr opera- 
tions “will allow public relations 
representation of clients who are 
not advertising clients.” He said 
that no pr accounts competitive 
with B&B advertising accounts 
would be taken on. 

As head of the pr subsidiary, 
Mr. Stevenson will have his office 
adjacent to Benton & Bowles’ of- 
fice at 444 Madison Avenue. Mr. 
Lee’s headquarters will be at 607 
S. Hobart Blvd., Los Angeles. ° 


SS Recoup Lost Glamor 


merchandising. 

In the past decade, the hosiery 
market has become the “phenom- 
enon in reverse” of the. garment 
industry. During a period when the 
gross national product has almost 
doubled, hosiery production has 
been cut almost in half. When ev- 
eryone else was worrying about 
the inflation threat, hosiery men 
were watching their prices plunge 
downward. 

Until 1952, the hosiery depart- 
ment was highest in sales per 
square foot in the store. It now 
ranks fourth. In 1947 it accounted 
for $412 per square foot. In 1955 it 
accounted for only $249. 


® Despite this sorry record, the 
hosiery department still takes only 
0.5% of the store’s floor space, 
while accounting for 2% of sales 
and attracting much valuable store 
traffic. In 1956, the industry is es- 
timated to have amassed slightly 
more than $700,000,000 in retail 
sales. 

Everyone has a theory to explain 
the wasting away of this industry, 
and at a recent meeting of the 
National Assn. of Hosiery Manu- 
facturers, the disease was diag- 
nosed as “inertia,” complicated by 
severe cases of price cutting and 
unimaginative merchandising. 

As a result, hosiery has become 
a cheap staple instead of a fashion 
accessory. It has deteriorated into 
just a foot covering that women 

(Continued on Page 86) 


Auto Discounts 

Here to Stay, 
y; 

‘Ward's’ Predicts 

Detroit, Jan. 22—In automo- 
biles, at least, retail discounting is 
no passing phenomenon; it’s here 
to stay. 

So says Ward’s Automotive Re- 
ports in its current issue. “The car 
buyer ‘probably will never again 
have to pay the full 25% dealer 
markup, meaning the full suggest- 
ed retail price for his new passen- 
ger car,” Ward’s declares. 

“It is becoming an accepted fact 
in auto industry circles that the 
trend in recent years toward deal- 
er price discounts is not tempo- 


rary, but permanent and here to 
stay.” 


= The publication notes that in the 
sellers’ market of the early post- 
war years, cars frequently were 
sold at above the suggested list 
price. Today, however, “since there 
apparently exists more auto pro- 
duction capacity than the public 
is willing to purchase (One theory 
is that it is more profitable to op- 
erate auto assemblies below capa- 
city levels than at 100% of capa- 
city), the 25% dealer price markup 
is greater than can be justified by 
the services performed by the deal- 
er. 

“Such a theory may partly ex- 
plain the industry’s unex 
high increase in 1957 car eae 
added Ward’s. 


Mastic Tile Boosts Two 

I. G. Rivers has been elected vp 
in charge of sales, succeeding Carl 
Resnikoff, who has been appointed 
to the new position of vp in charge 
of marketing for Mastic Tile Corp. 
of America, Newburgh, N. Y. Mr. 
Rivers will make his headquarters 
at the company’s office in Long 
Beach, Cal. 
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‘K.C. Star’ Monopoly Indictment 
Upheld; Supreme Court to Get Case 


St. Louis, Jan. 24—Publishers 
and advertisers were still left up in 
the air over the issue of forced 
combination rates this week when 
the U. S. circuit court of appeals 
here upheld a lower court’s finding 
against the Kansas City Star on 
monopoly charges. 

The case will now go to the 
U. S. Supreme Court. If the high 
court also upholds the decision the 
government will be able to insti- 
tute suits against other publishers 
it believes are using monopoly 
positions to apply forced combina- 
tion rates and stringent terms to 
advertisers. 


® The Kansas City Star was found 
guilty two years ago on two counts 
of an anti-trust indictment, in- 
spired by the Justice Department, 
charging attempt to monopolize 
and monopolization of the dissemi- 
nation of news and advertising in 
the Kansas City area. 

The newspaper's advertising di- 
rector, Emil A. Sees, was convicted 
on the first count and found inno- 
cent on the second. 

The newspaper was fined $5,000 
and Mr. Sees was fined $2,500. 

The Kansas City Star case forms 
the third part of an important 
series of government prosecutions 
in the newspaper business. In the 
first, the Lorain Journal case, the 
Supreme Court upheld a lower 


court’s injunction prohibiting the 
Ohio newspaper from refusing to 
sell space to advertisers who used 
Radio Station WEOL in nearby 
Elyria. 


= In the second case, the New Or- 
leans Times-Picayune case, the 
high court reversed an earlier find- 
ing, saying that forced combina- 
tion rates are not in themselves a 
restraint of trade. But the court 
carefully observed that the use of 
forced combinations under other 
circumstances might lead to a dif- 
ferent decision. 

In the Star case, the government 
took the position that the forced 
combination rate is one of several 
actions on the part of the publisher 
which have been used to establish 
and maintain a monopoly. The 
case was presented under Section 
2 of the Sherman Act—the mo- 
nopoly section—instead of Section 
1, the restraint of trade section 
used in the Times-Picayune case. 

The Star and Mr. Sees were ac- 
cused in the indictment of threat- 
ening to refuse to publish ads when 
the advertiser proposed to use 
other media or use larger space 
in other media. It was also charged 
that advertisers were compelled to 
use both the Star, an evening pa- 
per, and the Times, a morning 
paper, and that subscribers were 
forced to take both the Times and 


the Star as well as the Sunday edi- 
tion. (The Star contended it ac- 
tually published only one news- 
paper, with 13 editions a week, 
and that its ad and subscription 
rates were among the lowest in the 
country.) 

It was also charged that adver- 
tisers using WDAF and WDAF-TV, 
Star properties, got discount rates 
in the newspapers. 


s In affirming the earlier convic- 
tion, the appeals court said: 

“Publishers of newspapers must 
answer for their actions as well as 
anyone else . . . A monopolistic 
press could attain in a tremendous 
measure the evils sought to be pre- 
vented by the Sherman Anti-Trust 
Act.” 

The opinion also said, “The free- 
dom to print news and express 
opinions is not tantamount to hav- 
ing freedom to monopolize.” 

The Star issued this statement: 
“For more than three-quarters of 
a century our business practices 
have been an open book. They still 
are. We believe these practices 
conform to good morals and to the 
law which, of course, any news- 
paper must abide by, the same as 
any individual citizen.” e 


Two Join Johnstone Inc. 
Johnstone Inc., New York, has 
appointed Nancy Majors, formerly 
with Vogue’s merchandising serv- 
ice, an assistant account executive, 
and Marnie Hutchinson, previously 
with the advertising department of 


I. Magnin, Los Angeles, to the copy 8 


department. 


FIFTY MILLION 


COMFORTABLY SEATED VIEWERS PER WEEK 
FOR YOUR FILM COMMERCIALS 


Movie THEA 
Coast TO ©° 


©r Regional if Desire?) 


ps 


For About $5.00 per Thousand Viewers You Get... 
- AMERICA’S BIGGEST CAPTIVE AUDIENCE 


TIME—7 P.M. to 10 P.M. 


AUDIENCE—a captive audience comfortably seated with eyes glued to 
the screen. 


COMPETITION—none—only four or less non-competitive advertisers. 


LOCATION—the big, wide screen of first run theaters, showing first run 
pictures. : 


You can use your TV film commercials, ifyproduced in 35 mm, but we recom- 
mend tailor-made EASTMAN COLOR film commercials. 


For more information contact: 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


10382 Carondelet St. 


70 East 45th St. 
New York, N. Y. 


DPA 


New Orleans, La. 


193 Walton St., N. W. 
Atlanta, Ga. 
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Highlights of This Week's Issue 


Housewilfe’s favorite coupon? One that’s 
kage Pag 


TV will get most of the $800,000 budget 
for Jet Bon Ami 


Advance market research helped Bon Ami 


Ford, P&G and Hamm are top winners 
in Chicago art directors’ outdoor com- 
petition Page 2 

Color ads in 16 publications will push 
Hunt’s catsup, tomato paste ........Page 3 

Ward Stevenson named head of Benton & 


Ce-op ad allowances are messy, Seattle 
retailer tells conference 

Discounting in auto field is “here to stay,” 
says Ward's Automotive Reports . Page 3 

Hosiery industry looks to 1957 as a year 
for “recovery” 

Magazines, agency, tv absorb Crowell- 
Collier personnel 

New Early Times bourbon drive will fea- 
ture winning bartender recipes ....Page 3 

Samsonite will offer free travel informa- 
tion in new drive .... Page 16 

Lanvin perfume gets a new package: a 
$12,000 Cadillac Page 16 

Houston Chronicle makes study of Hous- 
ton families Page 22 

Market research contributed to success of 
dairy pr ti Page 23 

ABC-Paramount ad in Down Beat con- 
tains an actual record 

Used cars, homes top consumer's must- 
buy list in '57 

$180,000 pr harvest cost Johnson & John- 
son, Wildroot $18,000 each 

Artists not subject to New York 

tax Page 31 
West Coast lumbermen package promo- 


aes eneceerereeecesee sens 


John MeNie is new president of Russell 
2 fs Page 42 


don agency 
25% of Coca-Cola's 1957 ad budget will go 
into displays Page 43 
France sets new drive to attract tourists 
in 1957 Page 43 
Newsprint price boosts might be held 
down by “resistance” Page 50 
Tags tying in with ads help sell more 
goods, tag maker's study shows ..Page 51 
True says straight whiskey, wine and 
vodka will gain in 1967 ...............Page 57 
Lawyers confuse Antell’s Hair Spray with 
Spray Net in suit brief Page 58 
Westinghouse will spend $500,000 in three 
weeks to push its tv line 
Minnesota court refuses to ban use of 
trading stamp Page 59 
Gotham-Viadimir opens office in Puerto 
Rico Page 64 
Tony Martin sues John Shaw Advertising 
for unused tv show 
Mercury Service Systems boosts air lug- 
gage service via direct mail 


Cyrus Ducker becomes a principal in Lon- 
Page 42 


show reveals Sunday sailors spent 

q Page 78 

Egg men use consumer advertising for 
first time to halt egg slump 


REGULAR -ionpeaeeell 
Advertising Market Place .................. 
Along the Media Path . 

Coming Conv 

Creative Mam’s COrmer oice....cccccccccccsssseneeee 
Department Store Sales . 

Drawthinks ................. 
Editorials 
Employe Communications 

Farm Publications Linage . ...............006 
Getting Personal 
Just Looking 
Leoking at Radic & TY .... 
Looking at Retail Ads 
Obituaries . 

On the Merchandising 
Photographic Review ........ 
Production Tips 
Rough Proofs 
Salesense in Ads 
This Week in Washington .................006 
Voice of the Advertiser 

What They're Saying 


Boat 
$1. 


Weaver Weighs TV Projects 

Sylvester L. (Pat) Weaver Jr., 
former NBC board chairman, is 
expected to open Park Ave. of- 
fices in New York soon for his 
new tv business. Specific plans 
have not been announced, but Mr. 
Weaver has been considering a 
wide variety of activity ranging 
from live programming projects 
to foreign film production to con- 
sulting. 


Molesworth Opens in Boston 
Molesworth "heaedaian New 
York, has opened a branch office 
in Boston at 73 Tremont St. Milton 
G. Lambert, formerly assistant 


public relations director of Ray- 
theon Mfg. Co., has been named 
manager of New England opera- 
tions. 


Ripon Advances Rashid 

Robert G. Rashid, formerly head 
of development and promotion 
work of Ripon Knitting Works, 
Ripon, Wis., has been elected vp 
of advertising. 


Mrs. Rose Kastor Dies 

Mrs. Rose B. Kastor, 82, wife 
of Richard Kastor, chairman of 
the board of H. W. Kastor & Sons 
Advertising Co., Chicago, died 
Jan. 18 in her home. 


implify your purchase of engravings 


for letterpress and gravure... 


(and 


assure maximum reproductive quality) 
... by ordering from one source: 
America’s finest photoengraving plant. 


COLLINS, MILLER & HUTCHINGS, INC. 


letterpress « gravure 
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Biemiller Leaves 
"Holiday’ to Join 
‘Philadelphia News’ 


PHILADELPHIA, Jan. 22—Carl L. 
Biemiller, executive editor of Hol-| 
iday, has resigned to become as-| 


sistant to David (Tommy) Stern |i 


Jr., publisher of the Philadelphia 
Daily News, effective Feb. 4. 

His appointment is part of a 
general reorganization now under 
way at the News. Mr. Biemiller | 
and Mr. Stern were associated on 
the old Philadelphia Record, the 
New York Post and the Camden 
Courier-Post when those proper- 
ties were owned by J. David Stern. 

Matthew H. McCloskey, board 
chairman, announced that Mr. 
Biemiller’s initial duties would 
include the revitalization of the 
paper’s revenue producing de- 
partments. He will function as 
publisher in Mr. Stern’s absence 
and will help direct the operation 
of all departments. 


® Although it was not so stated, 


Carl Biemiller 


some advertising men here be- 
lieve that Mr. Biemiller’s addition 
to the staff is another step in the 
establishment of another South 
Jersey daily in Camden. 

When Mr. Stern became pub- 
lisher Jan. 1, there was consider- 
able conjecture to the effect that 
he was studying the News’ oper- 
ation in the hope that the daily 
might be operated profitably as a 
wholly owned Stern enterprise. 


The News presses and personnel 
then could be utilized to run a new 


| Camden daily. 


None cf this has been con- 
firmed. 

Mr. Biemiller lives in Haddon- 
field, N. J. He has been with 
Holiday since its birth in 1945, as 
associate editor, assistant to the 


|editor and lately executive editor. 


Warwick & Legler Appoints 
| Walter Driskill, Frank Ford 


Warwick & Legler, New York, 


;\has appointed Walter S. Driskill 


a vp and account supervisor and 
Frank Ford a plans executive in 
the creative department. Mr. Dris- 
kill formerly was vp in charge of 
marketing of Gunther Brewing Co., 
Baltimore. Mr. Ford previously 
was with Donahue & Coe. 


Otis Elevator Boosts Shannon . 

Otis Elevator Co., New York, 
has appointed Donald Shannon 
manager of its new public rela- 
tions department. Mr. Shannon has 
been advertising manager of the 
company since 1951. 


4 


Eis 


The value of the exclusive T.R. clien- 
tele can not be measured by mere 
numbers of circulation alone. 


In terms of purchasing power 
of purchasing men who order, 
pay for, prefer and use it, 
T.R. circulation is more than 
double the circulation of any 


other such guide. 


When purchase is first contem- 
plated, better than 60% of the total 
Industrial Purchasing Power of the U.S. 
consults T.R. for its exclusive, accu- 


_ When purchase is first contemplated, " 
long before it is generally made known, — 
T.R. is habitually consulted FIRST 


~ by U.S. Industry for complete advance 
* picture of all availab 


4 


le supply sources! 


rate, encyclopedic sources of supply — 
this fact is exemplified by the growing 
number of new advertisers. 

T.R. provides the advertiser with 
the greatest number of direct sales pro- 
ducing inquiries in its own right. And, 
by its unique circulation characteristic— 
Readership-Zero, Buyership-100% 


Thomas Register is the recognized in- 
dex or source for future interest and 


location of matter casually noted from 
“Readership” advertising: An impor- 
tant extension value otherwise absent 
in usual advertising coverage. 


@® THOMAS REGISTER 


461 EIGHTH AVENUE «+ 


11,648 


ADVERTISERS 


43;435 


ADVERTISEMENTS 


“11.648 Advcrtisens 


NEW YORK 1, N. Y. 


Affiliated 
path 


lications: 


INDUSTRIAL 
EQUIPMENT NEWS 
Original “What's New” Monthly 


THOMAS’ 
GROCERY 
REGISTER 


The Complete 
Food Trade Guide 


Glade 


Oliver 


Stebbins 


SPEAKER & FRIENDS—When Earl S. Glade, president of the Advertis- 
ing Assn. of the West, spoke before a combined gathering of South- 
ern California adclubs, he was photographed with this welcoming 
group: Paul Beach, Union Pacific Railroad, president of the Los 
Angeles Adclub; Helen Murray Hall, National Broadcasting Co., 
president of Los Angeles Advertising Women; John Kemp, Kemp 
Advertising, past president of AAW; Burt Oliver, Foote, Cone & 
Belding, AAW treasurer, and Hal Stebbins, Hal Stebbins Inc., AAW 
trustee. 


National-U.S. Radiator Names 
Smith, Taylor & Jenkins 

National-U.S. Radiator Corp., 
Johnstown, Pa., has named Smith, 
Taylor & Jenkins, Pittsburgh, to 
handle its advertising. The account 
covers five divisions of the corpo- 
ration: heating and air condition- 
ing, Pacific Steel Boiler, heat 
transfer, plastic metals and special 
products. Ketchum, MacLeod & 
Grove formerly handled the ac- 
count. 


Chirurg Appoints Two 

Charles S. Patterson has been 
named head of the facts depart- 
ment of the New York office of 
James Thomas Chirurg Co. He for- 
merly was a project director with 
Crossley S-D Surveys Inc., an af- 


filiate of Stewart Dougall & As-| 


sociates, New York. In Chirurg’s 
Boston office, Jackson L. Parker, 


formerly advertising manager and! 


public relations director of Inter- 
national Packaging Corp., Bristol, 
N.H., has been named media direc- 
tor. 


H-R Opens Miami Office 

H-R Representatives and H-R 
Television, radio-tv station repre- 
sentative, will open a new branch 
office at 529 Pan American Bank 
Bldg., Miami, effective Feb. 1. The 
office will be under the direction 
of Alex Campbell Jr., formerly 
with General Teleradio. 


WSRS 


GREATER CLEVELAND'S 


NUMBER I STATION. 
SRS “Redio-Active’"’ MBS 


“He's a big advertising man, all right. He just whispered, 
'The Solid No. 1 in Solid Cincinnati is the Cincinnati Enquirer’.” 


* The Cincinnati Daily Enquirer is solid 


< No. 1 righe down the line. Including a 


21,000 ¢ 


ge in City Zone circulation . . . 


a healthy lead in Retail Display Linage. 
Get full story from Moloney, Regan & 
Schmitt, Inc. 
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th in Population 


{nearing the million mark] 


1 9/ Above National Average 
| ° in Market Quality 4 


You get more action for your advertising dollars in high 
income Kansas City in The Star! 


A big PLUS value is the hot competition among Kansas 

: City’s aggressive food, drug, appliance and automotive 

° merchants. Advertising and promotion minded, they 

, give your product the EXTRA PUSH needed for vol- 
ume sales. 


The Star’s twice daily coverage of Kansas City is Amer- 
ica’s most thorough, its advertising rate per thousand 
persons reached the lowest. 


MARKET, MERCHANTS, MEDIUM—three ingredi- 


ents of sales success! 
KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 
1729 Grand Ave. 202 S. State St. 21 E. 40th St. 625 Market St. 
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Product Pioneering Pays Off, LeVee| 


of Nielsen Tells Soap Makers’ Confab 


New York, Jan. 25—Does it pay 
to pioneer a new product, letting 
competition base their decisions on 
your success or lack of it? 

Some answers to this question— 
paramount in the minds of manu- 
facturers as they debate plunking 
down millions to launch a new 
product—were provided to the 30th 
annual convention of the Assn. 
of American Soap & Glycerine 
Producers by Burton V. LeVee, vp 
of A. C. Nielsen Co. 

“From our studies,” he told the 
convention, “we have seen evi- 
dence strongly suggesting that 
those with a good understanding of 
consumers’ needs and desires, plus 
a certain amount of creative imag- 
ination and a willingness to take a 
chance, can profit handsomely in a 
pioneering venture.” 


@ Mr. LeVee produced charts 
based on a Nielsen study which 
showed that the originator brand 
averaged two to one in sales over 
the second brand and four to one 
over the third brand. 

“The originator, innovator, or 
pioneer—whatever you choose to 
call the brand that took the chance 
—in 14 times out of the 17 instances 
we examined, after a minimum pe- 
riod of at least three years, ended 
up with a substantial sales advan- 
tage over similar products that fol- 
lowed the leader. 

“I suspect that there is nothing 
unusually profitable about being 
an imitator, even a good one,” he 
continued. “While the initial in- 
vestment by the pioneer might be 
considered high, the going rate af- 
ter a reasonable period of time 
showed a more favorable relation- 
ship between advertising (includ- 
ing promotional) cost and sales 
revenue for the leader in most of 
the cases we examined.” 


@ Mr. LeVee could offer no gener- 
alization regarding whether a 
manufacturer should pioneer a 
product change with its inherent 
risks or wait it out until others 
have pointed the way. However, 
“we believe that, operating under 
today’s strict marketing require- 
ments, proper testing is the best, 
if not the only way, to get the right 
answers. 

“From our experience we found 
that the unsuccessful pioneer or 
others that we have seen that have 
tried, failed and passed on, had 
violated in most cases one or sever- 
al of the fundamental rules of 
sound marketing that might have 
been avoided if the original prod- 
uct appraisal had been complete. 
With today’s competitive market- 
ing conditions, it doesn’t take the 
alert competition long to create an 
untenable position for the new 
product when it is found lacking.” 


® There have been instances when 
product introductions have failed 
because of improper administra- 
tion, the speaker said, but in a high 
percentage of unsuccessful cases, 


“the primary reason for market) 
|tually untapped market for cello- 


failure appeared to trace to poor 
product or to a product that was 
not demonstrably better than the 
consumer was used to.” 

Mr. LeVee suggested a three- 
point check list to determine if a 
new product has been tested prop- 
erly. 

1. At the laboratory level to de- 
termine that the new product will 
perform demonstrably better than 
competition. 

2. At the consumer level to in- 
sure that the product’s superior 
performance can be recognized by 
the consumer. 

3. At the retail store level to de- 
termine under actual sales condi- 
tions that the consumer will pur- 
chase the product in sufficient 
quantities at the price required. 


If the product has flaws, “some- 
where in the testing process the 
weakness would have become ap- 
parent and consequently raise the 
necessary doubt as to the wisdom 
of an introduction,” he stated. 

Referring to the expanding and 
turbulent detergent field and the 
importance of new products in the 
business, Mr. LeVee’s latest market 
report was impressive: 

“The index tells us that only one 
of the top ten brands of packaged 
detergents on the market was in 


the top group in 1940.” Further, of | 


the top ten brands on the market 
in 1940 or prewar, only six sur- 
vived in top position by the end of 
the war. “The surviving brands ac- 
counted for 65% of the top ten 
sales. . . four new brands repre- 
sented 35% of the volume by that 
time. 

“The importance of new product 
developments and their contribu- 
tions to increasing consumption in 
the packaged detergent market can 
best be measured,” Mr. LeVee said, 
“by the fact that three-quarters or 
75% of the market growth reported 
in this product group since 1953 
was represented by new brands or 
new forms of old brands. 


es “From our experience this is 
quite an accomplishment for new 
products considering the short span 
of time involved. Further, what 
they have done indicates the con- 
sumer’s receptiveness to change in 
the packaged detergent market.” 

Last year, nine brands of de- 
tergent that were not on the mar- 
ket in 1940 accounted for 95% of 
the volume of the top ten. Signifi- 
cantly, retailers in the past several 
years have managed to increase 
stock turnover from approximately 
6.7 times in 1950 to 8.2 times at the 
current rate of sale. 

Other points made by Mr. 
LeVee: 


e In 1939, about 112,000 grocery 
outlets were required to do 70% of 
the grocery store business. In 1957, 
an estimated 47,000 stores do the 
same percentage of business in an 
expanding economy. 


e 1956 dollar volume for house- 
hold detergents was 9% ahead of 
1955 and 44% above the 1950 level. 


e Toilet soap consumption has 
been advancing three to four index 
points annually since 1953—steady 
progress but far from spectacular. 


# In his review of the year, as- 
sociation president E. B. Osborn 
noted that the sales census for the 
first nine months of 1956 showed 
growth in liquid detergents 80% 
ahead of 1955 in pounds and 50% 
higher in dollars. 

Discussing the future of cello- 
phane products in the packaging 
field, Thomas H. Derby, American 
Viscose Corp., maintained, “as long 
as the principles of self-service 
and self-selection are valid, growth 
is inevitable.” 

Mr. Derby said there was a vir- 
the fresh 


phane packaging in 


|meats and produce fields, and an 
| expanding 


market in the retail 
bakery and processed meat fields, 
cigaret and cigar business with 
their king-size packs and multi- 
wraps and in other non-food in- 
dustries. 


® William McChesney Martin Jr., 
chairman of the board of governors 
of the Federal Reserve System, told 
a luncheon assembly that the Fed- 
eral Reserve Board does not func- 
tion primarily as a money policy- 
making body but as a brake 
against whatever policy is in ef- 
fect in the free market at any given 
time. 

“I know of no easier way to 


throw money down the drain than 
through a misguided or ill-con- 
ceived research program,” Milton 
Harris, director of research, Gil- 
lette Safety Razor Co., told a ses- 
sion on product research. 


® The biggest single factor pre- 
venting more effective industrial 
research in any given organiza- 
tion is the failure of both man- 
agement and science to assume 
respective responsibilities toward 
each other, he stated. 

Other causes of ineffectual use 
of industrial research cited were: 

1. The concept that research is 
primarily “an ivory tower affair.” 

2. Unlike other company de- 
partments, the inability to speci- 
fically define what a research 
program will accomplish. 

3. The failure to recognize the 
importance of the time angle. 
Management is generally too “im- 
mediate,” science too complacent. 

4. “Trite” arguments, indulged 
in mainly by researchers, as to 
whether their work should be 
fundamental or applied. 


® Two additional factors which 
Mr. Harris deemed necessary to 
the proper functioning of indus- 
trial research was company recog- 
nition of the concept of change as 
a dynamic daily force and the 
realization that creativity can 
emerge from most any area of a 
business. 

He decried the practice of many 
companies which hire “dependable 
robots” who are “protectors of 
past achievements and guardians 
of dividends” instead of “creative 
thinkers.” * 


NIAA Entries Due March 1 

The closing date for entries in 
the National Industrial Advertisers 
Assn.’s revised advertising awards 
program must be mailed to NIAA 
headquarters, 271 Madison Ave., 
New York, on or before March 1. 
Each award entry should be ac- 
companied by a $15 fee. The Honor 
and Merit Awards replace the Top- 
per Awards of previous years. 
Winners will be announced as part 
of the annual conference to he held 
June 9-12 in New York. 


Lynch Corp. to Waldie & Briggs 
Lynch Corp., Anderson, Ind., 
manufacturer of packaging and 
glass making machinery, has ap- 
pointed Waldie & Briggs, Chicago, 
to handle its advertising and sales 
promotion. The company also is 
introducing a new line of special 
conveying equipment for all types 
of material handling. Poorman, 
Butler & Associates, Muncie, for- 
merly handled the account. 


BYGONE DAYS—This is part of the collection which 
the Cleanliness Bureau has gathered for display at 
the annual convention of the American Soap & 
Glycerine Producers. Surrounding the soapmaker’s 
chair is an assortment of 19th century printed mat- 


written by Bret 


Advertising Age, January 28, 1957 


ter and memorabilia including advertising copy 


Harte, and promotion pieces for 


such soap names as Lux, Babbitt, Octagon, Goblin, 
Pear’s, Brillo, Ivorine, 20 Mule Team Borax, Cuti- 
cura, Bon Ami and Sapolio. 


Dailies Will Get 
More Car Ads in 
‘57, BofA Predicts 


Curicaco, Jan. 22—It is very 
probable that newspapers will get 
increased automotive linage this 
year because of predicted increases 
in car sales and stiffer competi- 
tion among auto makers, it was re- 
ported today by Roland R. Postel, 
Detroit regional manager of the 
Bureau of Advertising, American 
Newspaper Publishers Assn. 

Speaking at a session of the 
Newspaper Advertising Executives 
Assn. convention, Mr. Postel said 
the auto industry anticipates the 
third largest sales year in its his- 
tory. 

A direct result of General Mo- 
tors’ and Chrysler’s disbanding of 
factory-dealer co-op ad fund pro- 
grams, he said, is that factories 
feel they will now be free to de- 
velop markets they believe have 
sufficient potential to repay in- 
creased promotion. 

“There are still millions of dol- 
lars in unused co-op funds—es- 
pecially in the case of General Mo- 
tors—which we understand will 
be refunded to dealers,” Mr. Pos- 
tel said. 

“Our guess is this will take place 
in about two months. This means 
that many dealers will have—this 
year, at least—-some additional 
funds of their own for. advertising, 
over and above the appropriations 
from their own pockets.” 


® The Repository, Canton, O., 
picked up $33,000 in extra ad rev- 
enues the last nine months of last 
year from auto accounts, Mr. Pos- 
tel said. The newspaper accom- 
plished this by assigning a differ- 
ent retail salesman to each auto- 


ROY HUSBANDS, veteran Woman’s 

Home Companion representative in 

Detroit and Chicago, has joined 

Family Weekly as manager of its 
new Cleveland office. 


motive account, and instructed 
each salesman to call on his dealer 
regularly and consult with him. 

The newspaper expects to bring 
in some $50,000 in additional auto 
business this year at virtually no 
extra sales cost, he added. 

Robert L. Moore, the BofA’s di- 
rector of sales and marketing, an- 
nounced the inauguration of a se- 
ries of national workshops. The 
workshops will be seminar ses- 
sions designed to help newspapers’ 
ad salesmen to do a more effective 
job in selling the medium to re- 
gional advertisers, wholesalers and 
distributors and the local and re- 
gional representatives of national 
advertisers. 

Two pilot workshops, which 
were held in Harrisburg, Pa., and 
St. Paul, were very successful, Mr. 
Moore reported. The workshops 
will be patterned after the BofA’s 
retail workshops, he said. 

“Distributors, wholesalers, dis- 
trict men and regional managers 
in recent years have been exert- 
ing more and more influence on 
the manufacturer’s advertising and 
marketing strategy,” he said. “Like 
their home office, they also have 
to get constant sell on the news- 
paper medium.” 

Other BofA staff members who 
spoke at the convention were Har- 
old S. Barnes, director, and Ray- 
mond Scott, Edward H. Burgeson, 
Jean Fletcher, Edward A. Falasca, 
Warren Bragg, Robert Van Slam- 
brouck and Dent Hassinger. 


® R.o.p. color made the greatest 
strides in its history last year, as- 
serted Joseph A. Lubben, business 
manager of the Dallas Morning 
News, and chairman of the NAEA 
color committee. 

Mr. Lubben reported that at the 
end of last year, 692 American 
and 69 Canadian daily newspapers 
accepted r.o.p. color orders. Of the 
American newspapers, 503 had 
adopted standard color rates rec- 
ommended by the NAEA and the 
American Assn. of Advertising 
Agencies. + 


Burry Starts 3-Month Drive 

Burry Biscuit Corp., Elizabeth, 
N.J., has started a three-month 
campaign in greater New York, 
New Jersey and Connecticut, em- 
phasizing its Moonlight Mallows, 
Chocolate Chip and Gaucho bis- 
cuits. Newspapers, radio, televi- 
sion and point of sale will be used. 
Beacon Advertising, New York, is 
the agency. 


Orr Names Cummings VP 

Edward D. Cummings, media di- 
rector of Robert W. Orr & Asso- 
ciates, New York, has been ap- 
pointed a vp. 
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What's the latest “poop” on gas turbine cars? 


You've heard a lot of talk recently about the 
powerful gas turbine engines and when they might 
be available. Rumors—flying thick and fast—have 
catapulted from every direction; from many 
sources. 


Authoritative? Some of them, yes. A clear pic- 
ture? Alarmingly absent! 


In April, AUTOMOTIVE NEWS published an 
article which snapped the answer into sharp focus: 
“A realistic timetable (on gas turbine engines) 
would carry a foognote that there are numerous 
‘ifs'\—which may or may not swing in favor of the 
turbine. This would be a proper prelude to any 
statement that the turbine might appear as an 
extremely high-priced option (a jet-age power- 
pack) in the period of 1960 to 1964 .. . and 
possibly could enter high-volume production in 
the years 1962 to 1965.” 

In terse, engineering-management language, the 
article discussed all pros and cons—came up with 
a vivid, concise answer. 


Clearing the air of confusion is an old habit 


with AUTOMOTIVE NEWS. Industry men know 
this; they've made it necessary reading: The 
Weekly Newspaper of the Industry. 


From the designer, engineer, president, all the 
way to the car dealer—over 44,000 subscribers 
rely on 14 highly-trained editors and 106 editorial 
correspondents to bring them all the news as 
rapidly as possible. 

That's why AUTOMOTIVE NEWS has built 
such a solid subscription list among automotive 
manufacturing executives, as well as cat dealers, 
The need for news is so vital that AUTOMOTIVE 
NEWS enjoys an 86% renewal rate (at $8 per 
year) without premiums, cut rates or other gim- 
micks. 


Keeps you in front of the fast-moving automotive market 


THINK OF THE INFLUENCE 


When your product—regardless of its automo- 
tive nature—reaches this intense readership, you 
can count on the maximum selling force of your 
advertising dollar. Is your product represented 
in this atmosphere of dynamic automotive buying 
influence? 


Your AUTOMOTIVE NEWS representative 
has many interesting facts on how to better reach 
this huge market. He's at your convenience. 

NEW YORK: Edward Kruspak, Ray Billingham, Howard 
E. Bradley, Murray Hill 7-6871, 

CHICAGO: J. Goldstein, William H. Gallagher, State 
2-6273. 

DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
Woodward 3-0495. 


LOS ANGLES: R. H. Deibler, Dunkirk 3-0303. 
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at happened to 


It was a GREAT year for magazines and 
for NEWSWEEK the BIGGEST year yet... 


here ae the lacs: = Fact2 


Since magazines are the major national advertising 
print media, the vitality of the magazine field is of 
primary concern to advertisers. 


- MAGAZINES’ REVENUE INCREASE ra 
_ (1956 vs. 1955) 4 


General 
ond Form 
Magotines 

uP 
$66,216,755 


So Newsweek, the largest gainer among news maga- 
zines, is happy to report for magazines-at-large the Gk Bi 
following facts, figures and conclusions which are of 
great significance to national advertisers looking ahead 
into 1957. 


Magazine revenue also increased during 1956. 


This means that advertisers have expressed their con- 
fidence in magazines as the top national print vehicles 


for advertising by investing more dollars in them. The 
hac Ff : . chart tells the story. 
[ macazme PAGE VOLUME % INCREASE | 


(1956 vs. 1955) | Significantly, Newsweek has risen in successive years 

from ninth to eighth to seventh place among all maga- 
zines in total advertising revenue, and is now sixth 
in total advertising pages. Obviously: It pays to adver- 
tise in Newsweek. 
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The most positive evidence of what happened to Fatt a 


magazines in 1956 is the number of advertising pages 
which advertisers placed in them. 


During 1956 magazines showed a growth of 3.96% 
in advertising pages over 1955, while the general 
weeklies went up 6%. 


__ NEWSWEEKLIES’ PAGE GAINS ‘4 
(1956 vs. 1955) 


NEWSWEEK UP 296.39 PAGES 


ae =, 


U.S. News & 


World Report UP 183.72 PAGES 


And NEWSWEEK’s page increase was even greater 
... and the largest among the newsweeklies. 


Some magazine fields, as with other media, are grow- 
ing faster than others. The newsweeklies, for example, 
had their best year yet, with three of them in the 
ranks of the top seven publications in advertising pages. 


And the leader in page gains among newsweekly 
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magazines 


magazines for 1956 was NEWSWEEK with a gain 
of 296 pages; Time gained 148 pages; U. S. News & 
World Report, 184. Significantly, during the second 
six months of 1956, NEWSWEEK carried more pages 
than either Time or U. S. News. 


Source: P.1.B. 


/ AL 4 MAGAZINES’ CIRCULATION INCREASE 


In spite of competition from other media and from 
new patterns of living, magazines have increased their 
circulations substantially. 


During the second six months of 1951, for instance, 
the average combined circulation of all magazines* 
per issue checked by Audit Bureau of Circulations was 
141.6 million. The latest check, covering the first six 
months of 1956, reveals the figure to have grown to 
161.7 million**. . . an increase of 14.2%. 


Source: Magazine Advertising Bureau 


*Excluding Crowell-Collier and comic magazines. 
** Excluding the above and Reader’s Digest, not checked in 1951. 


Newsweek's growth during this same period from 
843,000 to 1,090,000*— was at the rate of 29.3% ... 
better than double the general increase. 


*Publisher’s own estimate of average net paid circulation 
July-December 1956. 


The Magazine for 


Com-mu‘ni-ca'tive People 


I) 


Fatdd 


Despite rising costs of practically everything, maga- 
zine advertising rates continue to represent outstand- 
ing values. 


During the period 1945-1956, paper costs rose 89%; 
general commodities 64.5%; consumer prices 49.7%. 
Yet the page cost per thousand circulation increased 
only 36.3%. 


Source: Magazine Advertising Bureau 


Significantly, an advertising dollar invested in 
Newsweek buys more circulation in Business, Indus- 
try and Government than in any other weekly news 
or business magazine. 


One good gauge of the worth of a magazine is the 
number of new advertisers it attracts. Significantly, 
Newsweek during 1956 added 198 new advertisers. 


These companies have come into Newsweek because 
the facts, figures and the histories of others have con- 


vinced them that it pays—handsomely—to advertise 
in Newsweek. 
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The Auto Advertising Change 


At the annual meeting of the Newspaper Advertising Executives 
Assn. last week, we took an informal] poll of reactions to the changed 
status of automobile advertising; that is, the elimination of co-op 
funds and the substitution therefor of advertising budgets completely 
controlled by the manufacturers. 

We had our own notions that elimination of the previous co-op ar- 
rangements, all of which seemed to include a legal provision that the 
money each dealer put into the fund was to be spent in his local ter- 
ritory, would work against local media and in favor of such national 
media as magazines and network television. 

We carefully avoided expressing this opinion in our conversations 
with newspaper advertising executives, but it was in some measure 
confirmed by them on their own. They expressed little concern about 
the changeover, however. Representatives of larger papers in bigger 
markets, in fact, almost unanimously seemed to fee] that the new 
setup would benefit them, rather than hurt them; and that if news- 
papers were hurt at all, it would be the smaller, non-metropolitan 
newspapers which would suffer. So we sought out some representa- 
tives of smaller newspapers. 

Yes, they said, there was some possibility that the change in auto- 
motive handling of former co-op funds might induce some swing 
toward national, as against local, media and they were watching the 
situation closely to see what might develop. 

All this was pretty much what we expected. What we did not ex- 
pect was that most of these newspaper admen, from small towns and 
large, indicated that they welcomed the change. As one of them put 
it: “When the dealer has any control over his ad funds he is almost 
sure to waste a good deal of it. We think the factories, and the ad 
agencies, will do a much better job of ad investing.” 

And that, we thought, was an interesting vote of confidence for 
the professionals in the advertising business. 


This Sort of Thing Must Stop 


A couple of months ago we reproduced in these columns a portion 
of a department store advertisement for a portable television set 
which seemed to us to be misleading because the juxtaposition of 
price and picture led readers to believe that the model illustrated was 
being shown at the price advertised, whereas the featured price ap- 


sia plied to a stripped down model, 
DE MET PONTIAC 


not illustrated in the ad. 
FABULOUS Now we show here an ad 
SAVINGS 


from the classified columns of 
1957 


a newspaper for a Pontiac deal- 
PONT TIACS 


er—an ad of which we are 
ALL MOD +8 


heartily ashamed. This ad is not 
oniy designed to mislead; it is so 
worded that it is impossible to 


FULL $¢ DELI' 
tell exactly what it says. 
Read it carefully—then you 
are EQUIPPED tell us—is this “full price 


$2095” for “all models” of 1957 
Pontiacs, or for “fully equipped 
brand new 1956 Pontiac Cata- 
lina hardtop closeouts”... or is 
it just a bunch of numbers? 

There is far too much of this 
kind of double-talk going on in 
ads, in print and over the air. 
We believe it has to stop before 
more serious damage is done to 
the instrumentality of advertising. If you agree, we invite you to send 
us identifiable ads or complete details on air commercials that seem 
to you to violate the tenets of good taste or truth. 


1956 PONTIAC 


CATALINA HARDTOP 


Sl CLOSEOUTS 


YOUR BEST BET is 


DE MET PONTIAC 
5150 W. NORTH 


OPEN ‘ti 10 P.M. ~—- NAtiono! 2.2200 
Be DAY SUNDAY 


—Leu Hahn, D'Arcy Advertising Co., Chicago. 


“He says he won’t see any magazine reps unless they have a 
financial statement.” 


What They‘re Saying 


Use Product Technique 

for Annual Reports 

I think the most important 
thing that you can do is to rescue 
the annual and other corporate 
reports from the words of the con- 
troller and the accountant, the 
treasurer and the lawyer. Let 
them use their words in talking 
to each other, but let’s use all the 
skills we have acquired in product 
advertising to make our com- 
panies understood. No one ever 
saw a good ad written in legal or 
accounting jargon. You will never 
see a good annual report written 
in the trade words of the controller 
or the treasurer or the accountant. 


—Russell M. Sanderson, Smith, Barney 
& Co., speaking before the New York 
chapter, National Industrial Adver- 
tisers Assn. 


Private Brands Peril? 

The fact that the giant depart- 
ment stores, mass food outlets, 
and other large scale distributors 
are paying greater attention to 
the merchandising of private 
brands, in competition with those 
nationally advertised and promot- 
ed, might be a signal for the drug 
industry to give thought to where 
its nationally known brands stand 
in the current and prospective dis- 
tributional picture. 

Is there any need for the drug 
industry manufacturer to develop 
a new approach to the matter? 
Should well known drug industry 
brands be more aggressively pro- 
moted to the consumer? To the 
retailer? Can it be safely assumed 
that their place in consumer pref- 
erence is too strong to be under- 
cut by private brands? 

And finally, is it wise to give 
such questions a quick brush-off? 


—Editorial in Drug Trade News, Dec. 
3 issue. 


What Motivates Employes 

We like our job, though, and 
keep trying. The other day a bulle- 
tin from the New England Weekly 
Press Assn. came in, reporting a 
poll to determine what motivates 
employes. 

Management rated items in this 
order: good wages, job security, 


appreciation of work done, help on 
personal problems, the feeling of 
being “in” on things. 

Employes, however, set up an 
entirely different order of the im- 
portance of the same factors: Full 
appreciation of work done, feeling 
of being “in” on things, help on 
personal problems, job security, 
good wages, interesting work, pro- 
motion and growth in company, 
loyalty from boss, good working 
conditions, tactful disciplining. 

Where, how, and how extensive 
a poll was taken, we don’t know. 
Nobody mentioned at all a couple 
of things that make us like our 
job and keep on trying—the satis- 
faction of accomplishment, and the 
endless opportunity to be useful. 


—Editorial in the Shore Line Times, 
Guilford, Conn. 


Advice Unappreciated 

The New Haven Journal-Courier 
told in a page-one story today how 
it had to consult a classical scholar 
at Yale before it could print to- 
day’s edition. 

The paper started its 19lst year 
of publication today, and the ques- 
tion was how to write 191 in Ro- 
man numerals—the “classical 
style’ CXCI or the “early Roman 
style’ CLXXXXI. 

An editorial conference, assisted 
by the Yale expert, finally decided 
that today’s edition ought to be 
labeled “Vol. CXCI, No. 1.” 

An office boy, so the story said, 
asked why not just use the Arabic 
numerals 191 and forget the whole 
thing. 

He was told to shut up. 


—AP story datelined New Haven, 
Conn. 


‘Stockboy-Salesman Tactics’ 
When I think of a discount house 
I think of a State-owned store in 
Soviet Russia. The absence of cus- 
tomer relations is appalling. If 
manufacturers continue to turn 
their backs when shipments are 
made to these neon-lit stockrooms, 
they will soon find the responsible 
merchant will compete by deteri- 
orating to the same kind of im- 
personal, disinterested, uninformed 
service, employing stockboy-sales- 
man tactics with no more ethics 


promotion and growth in the com- 


teresting work, bosses’ lovalty to 


workers, tactful disciplining, full 


than getting ‘em in and getting ’em 


j 
pany, good working conditions, in- | out suggests. 


—Jack J. Kuscher, manager, photo-| in record-breaking numbers. 
graphic division, Charles Beseler Co., | 


East Orange, N. J. 


Advertising Age, January 28, 1957 


Rough Proofs 


“Here is a once-in-a-lifetime op- 
portunity for the right woman,” 
says an agency looking for a fash- 
ion account supervisor. 

The once-in-a-lifetime oppor- 
tunity for the right woman is 
usually the right man. 


Roy Larsen gives a hint as to 
how to succeed in the magazine 
publishing business by reporting 
to the stockholders of Time Inc. a 
profit on the sale of its St. Regis 
Paper stock of $12,500,000 after 
capital gains taxes. 


“Bell & Howell gives up fair 
trade,” headlines the world’s great- 
est advertising journal. 

Looks as if nothing can save the 
retailer’s profit from here on but 
his own merchandising skill. 


“Somewhere a frustrated, imag- 
inative advertising executive is 
dreaming of us,” says a display 
company looking for a salesman. 
Think he may be somewhere east 
of Laramie? 


An advertiser offering a colonial 
house in Wellesley, Mass., for sale 
says suburban living here is “truly 
utopia.” 

Roger Babson would have 
spelled it with a capital “U.” 


Copywriting is not a branch cf 


belles lettres, opines Jim Woolf, 
the sage of Santa Fe. 
So that’s why so many good 


copywriters are turning out best 
sellers as a sideline. 


Station WJR tells about a brew- 
er who offered listeners a little 
book on how to improve their 
bowling. 

Good idea—the more strikes, the 
more beer. 

7 


Electrical Merchandising says 
1,765,000 room air conditioners 
were sold in 1956, and if the 
weather man extends full cooper- 
ation, the industry will do even 
better in 1957. 


Art Tatham thinks automobile 


advertising lacks content, and 
quotes the copy to prove it. 
The manufacturers may not 


have much to say, but they spend 
plenty saying it. 


The Chicago Tribune is out with 
a study which shows that gasoline 
additives aren’t understood by mo- 
torists. 

All they want is a full tank, an 
oil check and a clean windshield. 


The Milwaukee Journal talks 
about the rapid growth of its met- 
ropolitan area since 1950, and by 
an interesting coincidence, this is 
the period during which the 
| Braves have been packing ’em in 
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Look Beyond the Page Where 


Your Advertising Appears 


for example, look at The Inquirer’s Page One 


Reader interest guides make-up of this 
“showcase” page. Its neat, crisp format 
draws and pleases the eye. Dramatic head- 
lines and pictures add impact to a thought- 
ful balance of news from city, nation 
and world. 


Look further . . . through the rest of The 
Inquirer . . . and front-page impact meets 
you at every hand. Into every page goes 
the same painstaking attention to an emi- 
nent newspaper’s prime responsibilities . . . 
to inform, to aid, to entertain. Reader 
loyalty is both aim and achievement. 


The transfer of such loyalty from editorial 
matter to advertising columns takes place 
regularly, effortlessly, seven days weekly. 
Certainly a look beyond advertising will 
prove The Inquirer’s effectiveness on your 
next schedule. 


This view has moved more advertisers 
to place more linage in The Inquirer 
than in any other Philadelphia news- 
paper... and in 1956, The Inquirer 
published the largest volume of adver- 
tising ever carried by any Phila- 
delphia newspaper. 


The Philadelphia Pnguiver 


Now in its 24th consecutive year of total advertising leadership. 


Pa ow 


Exclusive Advertising Representatives: 


West Coast Representatives: 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD I. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS « FIRST 3 MARKETS GROUP 
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erald-Traveler 
FIRST IN TOTAL 1D ADVERTISING FOR 30 CONSECUTIVE YEARS 


Represented nationally by George A. McDevitt Co., Inc., New York + Chicago + Philadelphia + Detroit + Pittsburgh 


Publishes ‘Typography 
of Press Advertisement’ 

“The Typography of Press Ad- 
vertisement—a Practical Summa- 
ry of Principles and Their Appli- 


those engaged in advertising, de- 


page book includes 80 pages of 


specimens and sections on type, 


display. 

Kenneth Day is the author of 
the book which is printed in Great 
Britain. It is published in the U.S. 
by the MacMillan Co., New York. 
The price is $14. 


Papers Raise Prices 

The News and the Post-Herald, 
Birmingham, Ala., have raised 
their prices by 5¢ weekly. The 
new price is 50¢ for six daily is- 
sues of either paper and the Sun- 
day News. The Sunday paper goes 
up from 15¢ to 20¢ for subscrip- 


tion and street sales. 


: 


IF YOU’RE OUT 
WHEN THE TIDE'’S IN... 


WATCH OUT! 


save your point-of-sale program, before it 


important— 


your point-of-sale program. 


Merchandising « ». at the POINT-OF-SALE 


Se Litnographed displays for ind 


use *¢ Animated Dispiays 
® Cloth and Kanvet Fiber Banners and Pennants « Mystik® Self-Stik Displays 


* Mystik* Can and Bottie Holders « Mystik® Seif-Stik Labels « Squee-zel* 


* Econo Truck Signs * Bookiets and Foiders « Moided Piastic 


CHICAGO SHOW PRINTING COMPANY, 2640 N. KILDARE, CHICAGO 39 


If allowed to lag behind your advertising campaign, your 


Sometimes you can get in over your head before you know it. 


Take Merchandising at the point-of-sale for instance. 


” 


whole program may be swamped. And that’s where Chicago Show 
can come to the rescue. Our nation-wide organization is 


staffed with experts who have the know-how and facilities, to 


flounders. 


Backed by more than SO years’ experience serving advertisers 
large and small, we produce sales-stimulating point-of-sale 
merchandising programs that create traffic—but more 

pay off where it counts, at the counter. 


Let us show you how to breathe new life into 


cation” is designed as a combina- | 
tion handbook and reference for | 


sign and typography. The 304- | 


reproduced advertisements as ex- | 
amples, another 80 pages of type | 


display and fashions in type and 


Advertising Age, January 28, 1957 
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Coke a smart winter holiday with Samsonite 
the luggage that out-travels all others! 


Recta 


VACATION TIPS—This color page in 
the February Holiday boosts travel 
as a boost to luggage buying. Sam- 
sonite luggage is a product of 
Shwayder Bros., Denver. 


Samsonite Drive 
Will Offer Free 


Travel Information 


Denver, Jan. 22—Schwayder 
Bros., maker of Samsonite luggage, 
figures that the more people trav- 
el, the more luggage sold. Conse- 
quently its spring campaign will 
feature “free vacation information 
on over 100 travel spots.” 

A series of ads will picture trav- 
elers with baggage in such resort 
areas as New Orleans, West Point, 
Aspen, San Francisco, Paul Bun- 
yan country in Minnesota, Strat- 
ford, Ont., Williamsburg and 
Martha’s Vineyard. The headline 
will proclaim, “Take a smart win- 
ter holiday with Samsonite, the 
luggage that out-travels all others.” 


= The ad will also picture the 
Samsonite Travel Bureau, a 
counter display of travel folders 
which Shwayder is distributing to 
3,000 luggage departments and 
luggage stores. The copy will ad- 
vise vacationers to “Visit your 
Samsonite dealer’s travel bureau. 
You'll get complete information on 
more than 100 of the most exciting 
vacation centers in America. All 
free ...all without obligation. 
The easiest way you can plan a 
wonderful trip!” 

Ads will be color pages and 
spreads running in Holiday, Ladies’ 
Home Journal, Life, Seventeen and 
The Saturday Evening Post. 
In-store promotions are also 
being set up to tie in the Samsonite 
“travel bureau” with carrier com- 
panies, travel agents and travel 
and fashion items in the store. 
Grey Advertising, New York, . 
the agency. 


Haywood Promotes Three 
Haywood Publishing Co., Chica- 
go, has elected W. A. (Duke) Cla- 
bault and Griff Williams vps and 
directors and advanced James 
Cassidy to editor of Electrical 
Dealer. Mr. Clabault is New York 
manager of the company and will 
remain in charge of its East Coast 
operations. Mr. Williams will con- 
tinue as Chicago sales manager. 
Mr. Cassidy, now eastern editor of 
Electrical Dealer, will move to 
Chicago Feb. 1. He succeeds as 
editor William Johannsen, former- 
ly editor-publisher, who continues 
as publisher. 


‘Finish’ Changes Name 

Chase Publications, Elmhurst, 
IIL, effective with the February, 
1957, issue, will change the name 
of Finish Magazine to Metal Prod- 
ucts Manufacturing. “The new 
name is merely the reflection of 
the editorial scope, policy and con- 
tent of the magazine,” Dana Chase, 
publisher, said. No changes are 
planned in editorial or circulation 


policy, Mr. Chase added. 
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IN FIRST PLACE | { 
THE TIMES 

THE SEATTLE TIMES 2nd Paper Led 2nd Paper By 
RETAIL 10,137,531 5,673,943 4,463,588 
DEPT. STORES 4,022,013 1,572,883 2,449,130 
GENERAL 2,948,263 1,901,710 1,046,553 
CLASSIFIED 5,699,474 4,770,783 928,691 
TOTAL 
LINAGE 22,807,281 13,919,319 8,887,962 


There’s no substitute for readership and results. Year after year, THE SEATTLE TIMES 


has been the favorite newspaper with readers and advertisers alike. 


THE SEATTLE TIMES leads the Seattle market in circulation and advertising linage. 


(Daily, First 11 Months, 1956) 


Che Seattle Cimes 


SEATTLE’S ACCEPTED NEWSPAPER 


REPRESENTED BY O'MARA & ORMSBEE, INC. New York + Detroit « Chicago + Los Angeles « San Francisco 
Member Metro Sunday Comics and Metro Rotogravure Groups 
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50,000 key radio-electronics 
prospects want to know what 
you have to sell to the nation’s 
second largest industry. These 
are the men who regularly re- 
fer to their action-producing 
IRE DIRECTORY because it is 
the only completely up-to-date 
source book in their field. 


This Directory is right for them 
since it's classified the way 
an engineer thinks. Your ad 
facing these vital and well 
read listings gets attention 
right where it serves the 


If you're active in radio- 
electronics you almost must 
be in the 1958 IRE DIRECTORY. 
Call us for the details. 


reader hest. | 


1958 IRE DIRECTORY 


THE INSTITUTE OF RADIO ENGINEERS 
1475 BROADWAY « N.Y. 36. N.Y. © TEL. BRYANT 9-7550 


New Lanvin Package: 
A $12,000 Cadillac 


New York, Jan. 22—As the song 
says, they’ve gone about as far as 
they can go. 

To wit: a note received by Ap- 
VERTISING Ace from Lanvin-Par- 
fums Ince. 

It reads, “Thought you would 
like to know that for the first time 
in automotive history the exciting 
and elegant Cadillac Brougham 
(which sells for $12,000) will come 
equipped with Lanvin’s one-ounce 
Arpege Perfume in the atomizer 
bottle. This is fitted in the arm 
rest of the car and is standard 
equipment—so here again is an- 
other first for Lanvin.” . 


Allied Chemica! to Basford 

International division of Allied 
Chemical & Dye Corp., New York, 
has appointed G. M. Basford Co. 
to handle its advertising. The com- 
pany has consolidated the interna- 
tional advertising of its various 
divisions, which previously was 
handled separately by the divi-| 
sions. Basford also handles the) 
advertising for the Mutual Chemi- 
cal and Nitrogen divisions of Al- 
lied. 


Wimmer Joins New Quarteriy 


Lynn C. Wimmer has resigned 
as vp in charge of public relations 
of Burton Browne Advertising, | 
Chicago, to become managing edi- 
tor of “Hospital Administration,” 
a new quarterly journal published | 
by the American College of Hos- 
pital Administrators, Chicago. The 
first issue of the 48-page maga- 
zine was published in September. | 


Nielsen proves you're right 
about WKZO-TV 

in KALAMAZOO— 
GRAND RAPIDS 


WKZO.-TV delivers more viewers nighttime DAILY than the second station delivers 
MONTHLY, day or night! Ask Avery-Knodel for ALL the comparisons! 


NIELSEN NCS No. 2, NOVEMBER, 1956 


They may laugh 
when you sit down 
at the tuba, but... 


DAYTIME NIGHTTIME 
No. of Monthly Weekly Daily Weekly Daily 
Station TV Homes Homes NCS NCS NCS NCS 
in Area Reached Cire Cire Cire. Cire. 
WKZO-TV | 633,120 489,170 421,820 292,720 464,530 378,080 
Station B 512,980 372,000 310,720 203,170 348,140 278,660 


The Fel yer Hations 


WKZO.TV —. GRAND RAPIDS KALAMA?’ 
WEKZO RADIO — KALAMAZOO-BATTLE rm 
Ry ee — GRAND RAMOS 

— GRAND RAPIDS KALAMAZOQ 
KOLN. TY — LINCOLN, NEBRASKA 


Arsocieted with 
WED RADIO — PEORIA, RLINOIS 


WKZO-TV. 


100,000 WATTS @ CHANNEL 3 @ 1000’ TOWER 


Kalamazoo-Grand Rapids and Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 


Advertising Age, January 28, 1957 


Getting Personal 


A daughter, Susan Anne, who weighed in at 6 lbs. 11 oz., was born 
Jan. 10 to Anne and Jack Burney in Charlotte, N.C. Her dad is man- 
ager of research and special services at Jefferson Standard Broad- 
casting Co... 

Mr. and Mrs. Robert MeGredy (he’s vp in charge of sales, WCAU- 
TV, Philadelphia) are parents of a new son, Douglas Brian. . . And 
Paul Woodland, promotion director of WGAL-TV, Lancaster, Pa., 
and his wife have a third daughter named Amy. . . 

Celebrating the 50th anniversary of Goulston Co., Boston agency, 
on Jan. 15, Ernest J. Goulston, president, presided at a luncheon 
for about 200—clients and others with whom the agency has done 
business, . . 


A GiFT—Edwin C. Mayer, right, retiring vp of Marsteller, Rickard, 

Gebhardt & Reed, New York, receives an inscribed silver cigaret 

case from Samuel Wildfeir, vp of the agency. Thirty-two years ago 

Mr. Mayer joined Rickard & Co., which was merged with the 
Marsteller organization in 1955. 


Robert F. Carney, chairman of Foote, Cone & Belding, will again 
serve as co-chairman of the advertising division in the Legal Aid 
Society’s annual campaign for funds... Albert Hailparn, head of 
Einson-Freeman, New York lithographer, is starting off his ninth 
year as chairman of the graphic arts division of the Legal Aid So- 
ciety’s fund drive... 

Colonel of the Year awards have been presented by Peters, Grif- 
fin, Woodward, station representative, to John A. Cory, vp of the 
PGW Chicago office, and John A. Thompson, assistant sales man- 
ager, radio, in New York. Mr. Thompson won the same award in 
1953 and is the first to be honored twice since the inception of the 
awards in 1949... 

eT a |) | 

+a» ' : 

ot 


CELEBRATE 30 YEARS—William R. Stewart, center, celebrated 30 years 
as publishers’ representative at a holiday luncheon in Chicago. Two 
of the guests posing with him here are Al Degen, left, western man- 
ager of True Story Women’s Group, and Hays Reeling, western 
manager of Fawcett Publications. The new name of the Stewart or- 
ganization is Stewart & Stewart, to include son Bruce as partner. 


Louis S. Raymer, commercial artist for I.F.I. Advertising, Duluth, 
has won $1,000 in home improvement materials and appliances as 
fourth-place winner in the national Home Modernizing contest 
sponsored by Home Modernizing magazine and Colgate-Palmolive’s 
Vel. He’ll re-do his attic into an art studio... 

John W. Speliman Jr., marketing and sales development exec of 
Bresnick Co., Boston agency, has been elected a trustee and chair- 
man of the pr committee of New England College of Pharmacy... 

Thomas L. Robinson, president and publisher of The News, 
Charlotte, N. C., has been elected Ist vp of the local chamber of 
commerce ... 

James J. Stewart Jr., national advertising manager of The Times, 
Hartford, Conn., and James C. Brown of G. F. Sweet & Co., Hartford 
agency, were co-chairmen of the 11th annual Distinguished Service 
Award Banquet of Greater Hartford Junior Chamber of Commerce, 
held Jan. 16... 

The Yale Club, during its recent annual dinner meeting in St. 
Louis, elected David P. Ferriss, a vp of Gardner Advertising Co., as 
its 1957 president. . . 
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“Let’s face it, gentlemen, it’s an extraordinary magazine. 


by JOHN MASON BROWN 


“T must admit that I picked up my first copy of the Ladies’ 
Home Journal as blushingly as a Bishop would buy The Racing 
Form—just because the Journal was a woman’s magazine. 


“Even as I pored over back files of the Journal, while prepar- 
ing The Ladies’ Home Journal Treasury, these male prejudices 
lingered on. I expected to find quaint old illustrations and ad- 
vertisements, comments on fashion and etiquette, feminine 
tastes reflected in the articles, poems and fiction. 


“I was not wrong. I found such things. But what I had not 
expected to discover was the Journal’s scope, its crusading 
courage, its vitality as a picture of American life, and the num- 
ber, variety, and quality of the writers who had written for it 
over the years. In early issues, I found Rudyard Kipling, Theo- 
dore Roosevelt, Thomas Hardy, F. Scott Fitzgerald. In recent 
issues, I found John Steinbeck, Marianne Moore, Rebecca West, 


Never underestimate the power 
of the No. 1 magazine for women.. 


JOURNAL - 


Daphne duMaurier, Edna Ferber, John P. Marquand, James 
A. Michener, Carl Sandburg... 


“T had to admit that this is no ordinary women’s magazine. 
This is an extraordinary magazine.” 


. . . . . 
We think that John Macon Brown's “male prejudices” are 
apt to be shared by many of his sex. Perhaps his observations 
help explain to other men—advertis- 
ing men included—why the Journal 
is unlike any other magazine on 
earth. For women have always felt a 
special way about the Journal. And 
the Journal's influence with women 
continues to be stronger than any 
other magazine’s. 


A CURTIS PUBLICATION 1885 | 
1885 


Author-Critic John Mason Brown, in preparing The Ladies’ Home Journal Treasury (Simon & Schuster, $7.50), reviewed Journal stories, articles and advertisements from 1885. 
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Merona, Disrusans Paeovers Conronar® 


FRANKFORT, KENTUCKY 


wanted to ‘‘cash-in’’ 


on anews event! yi 


Interest in the presidential election was reaching an all-time high. 
Old Crow saw a sales opportunity and immediately went to 
work on the problem. Skilled designers at Schmidt dramatized 
the event and placed Old Crow in the attention spotlight. 


The displays won preferred locations, and Old Crow won extra sales. 


Perhaps a news event can give your product a sales boost. Call in 


your Schmidt sales representative and talk it over. 
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Here’s where you'll find the ‘ “buyingest” incomes in the 
Nation. And that makes a pretty picture for any advertiser's 
gallery. The South Bend Metropolitan Area is No. 1 in the 
U. S. in incomes between $4,000 and $6,999; No. 2 in in- 
comes from $7,000 to $9,999. But that’s not all that makes 
the picture pretty. You saturate this rich area of 242;100 
people (93.6% family coverage) with one newspaper — for 
only 30c a line. To ger the complete picture send for free 
market data book. 
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- ow 
The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 
Franklin D. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. « NATIONAL REPRESENTATIVES 


Philadelphia Assn. Elects 
Robert A. Klein, general man- 


‘ager of WDAS, has been elected 


president of the Philadelphia Ra- 
dio & TV _ Broadcasters Assn. 
Other officers include Patrick J. 
Stanton, president and general 
manager, WJMJ, vp; John R. Ma- 
honey, general manager, WIBG, 
secretary, and William B. Caskey, 
vp and general manager, WPEN, 
treasurer. Austin Marshall contin- 
ues as executive director of the 
association. 


Parker to American Viscose 
Dr. Francis M. Parker has been 

named to the new post of director 

of marketing of American Vis- 


| cose Corp., Philadelphia. Dr. Park- 


er, formerly marketing director of 
the chemical division of Merck & 
Co., will 
search activities and will concen- 
trate on new products coming 
out of the research and develop- 
ment division as a member of the 


| president’s staff. 
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The Boston Globe gained nearly 


twice as much as ALL other papers* 


GLOBE 
3,508,558 


OTHER TWO PAPERS 
1,804,142 
“‘Verbum Sat Sapienti” 


Webster says that means: “A word to the wise is sufficient” 


WE SAY: The word in Boston is “Globe” 
*7 Day Total — Largest Daily Linage used 


New England’s Fastest Growing Newspaper 


The Boston Globe 


MORNING EVENING SUNDAY 


Cresmer & a = Inc. 


Scolaro, Meeker & Scott 
Chicago, New York, San Francisco, Los Angeles 


Detroit 


en ne 


sie aes 
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The Leonard Co. 
Miami Beach, Florida 


administer market re-| 


THOMAS W. LAPHAM, associate copy 

supervisor of Young & Rubicam, 

New York, has been named a vp 
and assistant to the president. 


Direct Mail’s Value 
Not Appreciated by 
Users, Geddes Says 


Cuicaco, Jan. 22—Users of direct 
mail advertising are a long way 
from making maximum use of 
their medium, chiefly because they 
fail to appreciate fully the peculiar 
conditions and advantages under 
which direct mail is read, accord- 
ing to Huntly Geddes, research 
director of R. L. Polk & Co., pub- 
lisher of mailing lists and direct 
mail material. 

Some facts direct mailers should 
remember, Mr. Geddes told the 
Chicago Financial] Advertisers here 
last week, are: 

1. That women are the openers of 
mail (except items addressed only 
to the husband) in 75% of homes. 

2. That in 75% of homes all di- 
rect mail advertising is always 
circulated among all family mem- 
bers (‘“sometimes” in the other 
25% ). 

3. That direct mail pieces are 
commented on between family 
members in somewhere between 
15% and 30% of homes, according 
lo Polk & Co.’s research. 


s About 85% of people who get 


direct mail advertising actually 
like to receive it, Mr. Geddes said. 
Quoting again from Polk & Co.’s 
research, he added that the recall 
percentage is extremely high, with 
90% recall even after two and 
three weeks being common. Al- 
most all people who recall the ad 
at all, he noted, remember any il- 
lustrative material in it. 

Direct mail also enjoys a partic- 
|ular advantage for brand identifi- 
cation, he said, because almost all 
mail will be opened and the prod- 
uct name identified before it is 
tossed out— if that is to be its fate. 

This product identification, he 
pointed out, is perhaps all that can 
be expected from a lot of the direct 
| mail material now being sent out. e 
‘Wall St. Journal’ Adds Office 

The Wall Street Journal has 
opened a new office in Rochester, 
|N. Y., in the Triangle Bldg. to 
house its advertising and circula- 
tion sales staffs serving that area. 
David Wheeler has moved from 
the Journal’s Boston office to head 
the Rochester operation. Elizabeth 
Walsh, formerly of the Journal’s 
Los Angeles office, will be in 
charge of classified advertising. 
The Journal also recently opened 
a Miami office and remodeled and 
expanded facilities in San Fran- 
cisco for its Pacific Coast edition. 
| 
— Advances Two 

Geyer Advertising, New York, 
|has advanced two members of its 
lresearch staff to new executive 
|posts. Murray Hysen, project di- 
rector since joining the agency in 
| 1955, has been appointed associate 
|research director. W. R. Colahan, 
head of the research department’s 
tabulation group since 1952, has 
|been named manager of media re- 
| search. 
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You Get There 


FIRST 


seventeen 


Everybody knows it’s easier to sell than to unsell. It’s 
common-sense marketing strategy to reach America’s 
first-time customers—the Young Women Under 20— 
before they’re “married” to other brand names. They read, 
they believe in SEVENTEEN, the magazine that in just 
three issues, reaches 75% of ALL the Young Women 
Under 20 in America. 


NOW, before fixed buying habits have set in, these 
Under-20 Young Women are prime prospects for the 
first time. Prime prospects for silverware, luggage, china, 


magazine 


glassware, fine jewelry, phonographs, typewriters, to 
name but a few items on their “must have” list. 


Sell these first-time customers on your product NOW in 
SEVENTEEN magazine. Later it will take many mag- 
azines to do the same job. It’s a matter of record that 
41.8% of ALL teen-age girls* in the U.S. have actually 
purchased from SEVENTEEN advertisements. And 
everybody knows — it’s easier to START a habit than to 
STOP one! 


*8,500,000 in U.S. today 
12,000,000 by 1965 


it's easier to START a habit than to STOP one! 


SEVENTEEN MAGAZINE, 488 Madison Avenue, N. Y. 22 + PLaza 9-8100 
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‘Chronicle’ Makes 
New Analysis of 
Houston Families 


Cuicaco, Jan. 25—The Houston 
Chronicle unveiled a new study of 
the Houston market at a private 
showing for the press in the course 
of the Newspaper Advertising Ex- 
ecutives Assn. meeting here this 
week. 

The study, made by Alfred Po- 
litz Research and explained by 
M. J. Butler, assistant business 
manager, was designed to deter- 
mine the characteristics of the pop- 
ulation, how the newspapers fitted 
population patterns, and exclusive 
and duplicate coverage of the 
three newspapers. It brings up to 
date a similar study made in 1948. 

An interesting example of the 
population growth of the Houston 
area is the fact that the current 
study shows 26% of the households 
in the Houston city zone as having 
lived at their present address less 
than one year, whereas in the pre- 
vious study the comparable figure 
was less than 6%. At the other end 
of the scale, the current study 
shows 28.5% of the households 
with a length of residence of 10 
years or more, while the older 
study showed somewhat more than 
33% in this bracket. 


= Of the 276,663 families in the 
Houston city zone, according to the 
study, 31.9% are two-person fam- 
ilies, 22.3% three-person, and 
17.6% four-person. 87% of the 
heads of households are employed, 
and 38% of the families are in the 
$3,000-$4,999 income bracket, 34% 
in the over-$5,000 category, and 
28% in the under-$3,000. 

In addition to the data on family 
composition, income and employ- 
ment status, etc., the study gives a 
complete breakdown of coverage of 
city zone families by home deliv- 
ered circulation of the three daily 
and the two Sunday papers pub- 
lished in Houston. 

A color slide presentation of the 
findings has been prepared for 
showing to advertising and agency 
groups throughout the country. e 


Candy Stores ‘Unprofitable,’ 
Says Dun & Bradstreet 

Dun & Bradstreet, New York, in 
a survey covering 153 candy, nut 
and confectionery stores, reports 
that net sales of the “typical” store 
were $25,550 in 1955. The owner 


Meg te ie 
TULSA, No. 2 Market , 
Plus 
MUSKOGEE, No. 3 Market 
Equals 
OKLAHOMA'S BIGGEST 
MARKET! 
and only 


KTV xX 


has complete facilities to serve 
BOTH Tulsa and Muskogee. 
* STUDIOS IN BOTH CITIES 

* 316,000 WATTS 

* BILLION DOLLAR MARKET 

Ask Your 


Avery-Knodel 
Representative 


drew $3,551 in salary during the 
year and realized a net profit of 
$102. Advertising cost 3% of net 
sales. 

According to reporters who 
gathered information for this “Cost 
of Doing Business” survey, D&B 
says, heavy competition from chain 
candy stores and the confectionery 
departments in supermarkets, drug 
stores, cigar stores and department 
stores were responsible for a de- 
crease in the number of independ- 


ently owned candy stores and a 


virtual disappearance of the old 
fashioned ice cream parlor. 


Publishes ‘Early Art’ 

The “Handbook of Early Adver- 
tising Art,” third edition, by Clar- 
ence P. Hornung, has been pub- 
lished by Dover Publications, 920 
Broadway, New York. There are 
two volumes in the set—one con- 
sisting primarily of illustrations, 
the other of type specimens. All 
illustrations are copyright free 
and may be reproduced without 


permission or fees. The volumes 
are $10 each; the two-volume set 
is $18.50. 


Lombardo Wine to Burlingame 

Lombardo Wine Co., Chicago, 
maker of table wines and liquors, 
has appointed Burlingame-Gross- 
man Advertising, Chicago, to han- 
dle its advertising. Newspapers, 
radio and direct mail will be used. 
A program also is being prepared 
to introduce a new product to the 
trade—Prince Finoff Orange 


Advertising Age, January 28, 1957 


Screwdriver. Walker B. Sheriff 
Inc. formerly handled the account. 


McKee Named Marketing Head 
Harry A. McKee, formerly di- 
rector of consumer product sales 
of Jason Corp., Hoboken, plastic 
converter, has been appointed gen- 
eral sales manager and director of 
marketing of the Glorion division 
of Aluminum & Chemical Corp., 
New York. The division manufac- 
tures a soil conditioner of the same 
name for garden and farm use. 


WHAT KEEPS 


SAM 


HAGY 


SULD 


On The Lines He Carries? 


Here is a verbatim excerpt from an actual 
interview. Survey after survey show that 
thousands of other retailers share Mr. Hagy’s 


views. 


E.M.: 


Mr. Hagy: 
the book!” 


“How about ads on the lines you now carry?” 


“To me, those are the most important ads in 


“You say you spend 3 to 4 hours with each 
issue, Mr. Hagy. What do you find useful to 
you?” 


“Well, the editorial articles for ideas . . . and 
the ads. No question about it, Electrical Mer- 
chandising is the most useful publication I 
read, for ads.” 


Mr. Hagy: 


E.M.: “Why do you say that?” 

“Why? What else keeps a retailer so sold ona 
line? I read those ads because they tell me so 
much I need to know about new product fea- 
tures and specifications, price information, new 
sales points.” 


Mr. Hagy: 
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Market Research Is Key to Success of Dairy 
Promotion, ADA’s Framberger Tells Group 


MILwaukEE, Jan. 22—Five fac- 
tors have been the key to the suc- 
cess of the American Dairy Assn.’s 
promotion of the industry, Mar- 
tin J. Framberger, general manag- 
er of the ADA, declared here 
last week at the area’s Print Week 
dinner. 

They are: 


e The association researches the 


market to find keys to sales. 
e Seeks out new industry-wide 
sales event opportunities. 


e Makes the program industry- 
wide—with events for separate 
products. 

e Uses established organization. 


e Has exact objectives and activi- 
ties. 


Mr. Framberger told the 600 
persons attending a dinner mark- 
ing the annual observance of 
Printing Week here that a realistic 
program of market research has 
provided the association with new 
facts that have brought its market- 
building targets into focus. It has 
also given the association a posi- 
tive basis for the development of 
advertising and promotion themes 
and ideas—to go after additional 
total business. And it has pointed 
the way to getting more coopera- 


tion and help from the entire dairy 
industry. 

Such themes as “You never out- 
grow your need for milk” and 
“Drink at least three glasses of 
milk a day” were the outgrowth 
of fact as uncovered in the re- 
search, he said. The same ap- 
proaches were used in building a 


sales program for butter, cheese, 


ice cream and evaporated milk. 


® The program, for which the 
member farmers pay an amount 


based on the milk they sell to 
processing plants, was started on 
the premise and philosophy that 
the dairy farmers’ stake in the 
market is different—and greater— 
than any other segment of the pro- 
duction-distribution line that starts 
at the farm and ends at the con- 
sumer’s table. 

Mr. Framberger said, in volume 
of advertising, the American Dairy 
Assn. now stands among the top 
one hundred in the country. +. 


= 35th Art Directors Annual Out 

The “35th Annual of Advertising 
Editorial Art & Design—Art Direc- 
tors Club of New York” has been 
published by Farrar, Straus & Cud- 
ahy, New York. The 395-page book 
contains eight sections which in- 
clude reproductions of work in 
the following categories: color, ad- 
vertising layout, advertising art, 
editorial layout, editorial art, 
posters and point of sale, direct 
mail and booklets, and tv art. 
Price is $12.50. 


E.M.: “Do you ever clip them out?” “What ads are you most likely to read?” 


Mr. Hagy: “Yes... do when they list sales points. J clip 


“Well, I’m always on the lookout for HOT 
them for my 14 salesmen.” 


items. And I like to keep tabs on my competi- 
tors’ lines.” 

When your direct- 

mail plans call 

for volume mailing, 

you'll find Lemarge has the 

specialized machines and 

methods that will mean 

prompt, accurate handling 


You reach the top when you reach top dealers like Sam at lower cost to you. 


Hagy —and your advertising message in ELECTRICAL 
MERCHANDISING reaches and is read intentionally by 
Sam Hagy and thousands of America’s leading appli- 
ance-radio-TV dealers and distributors and buying 
executives. Advertise regularly in ELECTRICAL MER- 
CHANDISING to keep your dealers sold on selling — 
your line. / 


i ae 
Wa ™~ 


/ 
THE COMPLETE 
MAILING SERVICE 


\ 
\ 


i Market Research 


Mailing Lists 
Multigraphing 


Everybody in the appliance-radio-TV business has good | 
reason to know Sam Hagy. President of The Good 

Housekeeping Shop, Inc., in Dallas. President of the 
North Texas Appliance Dealers Association. Member of 
the Board of Directors of NARDA. Brand Name Re- 
tailer of the Year in 1955. Certificate winner in 1954. 
A subscriber to ELECTRICAL MERCHANDISING since 1936. 


Imprinting 
Cutting & Folding 
Copy & Art 


Mechanical & Hand 
Inserting 


Addressing 
Terminal Sorting 


Scheduling & Stock 
Control 


Electrical 


Merchandising 


alone will cover the market alone 


@ @ 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N. Y. 


For any size job, 
call us— 


E.M.: \ we'll run right over. 


“Any other comments, Mr. Hagy?” 
Mr. Hagy: “Guess that’s all. Except, I like your magazine, 
particularly Larry Wray, the editor. To me,. 
there's nothing like Electrical Merchandising!” 


417 SOUTH JEFFERSON STREET 


CHICAGO 7, ILLINOIS 
HArrison 7-1030 
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The most...in the biggest... 


The New York Times in 1956 published the greatest 
volume of advertising any New York newspaper has 
ever published: 


Its lead over the second newspaper was the greatest 


lead any New York newspaper has ever enjoyed: 


Its gain over 1955 was greater than that of all other 
New York newspapers combined: 


It published more advertising weekdays than any other New York newspaper: 
24,997,644 LINES 


It published more advertising Sundays than any other New York newspaper: 


29,062,930 LINES 


(58.9% over the second Sunday newspaper ) 


It published more national advertising than any other New York newspaper, 
more than any other U. S. newspaper: 1 2 874 816 LINES 
’ ’ 


Its gain in national advertising was five times that of the second New York 
newspaper, biggest gain in the U. S.: 
1,880,564 LINES 


It published more full-run retail advertising than any other New York 
newspaper; more than twice the volume of the second newspaper: 


22,656,613 LINES 


It published more department store advertising than any other New York 


newspaper: 11,001,402 LINES 


The New Pork Cimes 
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because it sells more for you 
54,060,574 lines 


4.523,220 lines 


Its gain in department store advertising was greater than that of any other 


New York newspaper: 4] 7,500 LINES 


It published more classified advertising than all other New York newspapers 


combined: 15,075,726 LINES 


It published more automotive advertising than any other New York 


nb coa 1,544,022 LINES 


And for the 50th consecutive year, it published more financial advertising 


than any other publication in the world: 1,851 523 LINES 


(76.3% over the second New York newspaper) 


In big and busy New York—the biggest and busiest market in the world— 
The New York Times is the only newspaper that has gained consistently 
in advertising every year for the past decade. And 1956 marks the 38th 
consecutive year The New York Times has been first in advertising in your 
first market. 


Circulation going up, too. Gaining every month for 17 consecutive months. 
Averaging 600,000 weekdays, 1,250,000 Sundays. 


For 38 years first in advertising in the world’s first market 
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ABC-Paramount'’s 
‘Down Beat’ Insert 
Carries Vinyl Record 


New York, Jan. 22—ABC-Para- 
mount will run a four-page insert 
in the March 6 Down Beat, featur- 
ing a 45rpm record in a sleeve on 
Page 3 of the insert. 

Both Down Beat and the ABC- 
Paramount agency, Buchanan & 
Co., say this will be the first time 
a consumer newsstand publication 
has carried an actual vinyl record. 
In the past several years laminated 
paper records have appeared in 
several consumer and _ business 
magazines. 

Last year Capitol Records dis- 
tributed a vinyl record as part of 
an ad in subscription copies of 
Billboard (AA, Oct. 15, °56). 

The four-page Down Beat insert 
will be in two colors on stock which 
is heavier than the publication’s 
body stock. Down Beat is printing 
the insert, which will be Down 
Beat size. The sleeve will be two- 
thirds the regular page size. 

The insert also will have a cou- 
pon offer of any ABC-Paramount 
3344rpm album for $3. It will be a 
98¢ discount offer; the albums 
normally sell for $3.98. 

ABC-Paramount’s distribution 
subsidiary, Am-Par Records, han- 
dies these products. The insert 
sound sampler will have 10 jazz se- 
lections, featuring Tony Scott, Bill 
Taylor, Don Elliott, Lucky Thomp- 
son, Oscar Pettiford and other 
jazz musicians. 


® Down Beat’s ad manager, Mel 
Mandel, says the magazine has re- 
ceived postal clearance for the in- 
sert. Down Beat’s first efforts at 
inserts were 32 and 16-page catalog 
inserts for drums and guitars by 
Gretsch Mfg. Co. in 1954 and 55. e 


Ottaway Newspapers Elects 

Byron E. French, formerly exec 
vp, has been elected board chair- 
man of Ottaway Newspapers-Ra- 
dio inc., Endicott, N. Y. Eugene J. 
Brown was named senior vp; Lyn- 
don R. Boyd was advanced to exec 
vp, and Francis H. Brinkley to vp 
and treasurer. The corporation op- 
erates five daily newspapers and 
three radio stations. 


Harshe-Rotman Moves in L. A. 
Harshe-Rotman, public relations 
company, has moved its Los Ange- 


les office to larger quarters at 
6399 Wilshire Blvd. 


To 
YOU s 


FREE 


Weekly Hometown 
Newspapers 


Grant Adds Three Accounts 
in Chicago, Miami, California 
Ryder System Inc., Miami, na- 
tional truck rental company and 
motor freight carrier, has appoint- 
ed Grant Advertising, Miami, its 
first agency. Grant’s Chicago office 
has been appointed to handle ex- 
port advertising in Latin America 
for O’Cedar, Chicago, a division of 
American-Marietta Co. Patrick 
Flaherty, formerly with Grant’s 
Hollywood office, has moved to 
Chicago as account executive on 


O’Cedar. Turner Advertising 
Agency, Chicago, continues to han- 
dle advertising for the remainder 
of the company’s polishes, waxes, 
cleaners and mops. J. Roland Kay 
Inc. formerly handled the export 
account. 

On the West Coast, Marquardt 
Aircraft Co., Van Nuys, Cal., has 
named Grant’s Hollywood office to 
handle professional recruitment 
advertising, public relations, com- 
munity relations and product ad- 


vertising. Engaged in an expansion 


program, Heintz & Co., Los Ange- 
les, formerly handled Marquardt’s 
community relations and public 
relations program; the other por- 
tion of the account is a new pro- 
gram. 


Kuehne Names A.M., Agency 
Kuehne Mfg. Co., Mattoon, IIL, 
dinette manufacturer, has appoint- 
ed Henry Sewell advertising man- 
ager. Mr. Sewell, with the company 
20 years, will also continue to serve 
as assistant sales manager. Kuehne 
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has named George H. Hartman Co., 
Chicago, to handle its advertising. 
The company is stepping up its ad 
program 50% for 1957. R. M. Loeff 
Advertising, Chicago, formerly 
handled the account. 


Merrick Adds Chicago Office 
Merrick Lithograph Co., Cleve- 
land, has opened its fourth branch 
office in the Wrigley Bldg., Chi- 
cago. Thomas O. Moles will tem- 
porarily head the Chicago opera- 
tions until the staff is completed. 
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In one month, more than 200 business firms bought over 


7000 reprints of this article from 


THIS IDEA ENDS WORK PILE-UP. One firm saves 
$75,000 a year by hiring part-time help. An analysis 
of the job that part-time workers, mostly women, can 
do to supplement the full-time force, fill peak de- 
monds. A timely reminder to business owners of the 
existence of this labor reservoir in the article starting 
on page 36, Janvary Nation's Business. of 


the program—and 


PLANNED CREATIVITY PAYS OFF. Giving your 
creative men every encouragement can help you im- 
Prove products, os well as cut costs. A creativity pro- 
gram developed at AC Spark Plug Division of General 
Motors Corporation generated 256 usable ideas in 9 
months, for total savings of $500,000. For an analysis 


its use to you—see page 34. 
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CONSUMER SPENDING: NEW HIGH AHEAD. 
Seven psychological foctors will make 1957 a great 
yeor for your business, according to this authoritative 
and early forecast. Such factors as consumer optimism, 
willingness to take on more debt, and acceptance of 
obsolescence are listed. See page 28, January Nation's 
Business, for the full discussion. 
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“Groups of parties” had been; Hixson & Jorgensen Adds water soap. Color pages will be 
interested in a reorganization of| Office, Account, Personnel used in magazines, supported by 
the Post, the trustees said, but no| Hixson & Jorgensen, Los Ange- | Pages in trade publications. 
reorganization could be effected.|jes recently named to handle re-| Im am expansion of its food and 


Trustees Give Up 
Hopes of Reviving 


vive the defunct Boston Post have 
failed because no reorganizational 
plan has been submitted that ap- 


to federal court last week. 


Dead Boston ‘Post’ 


pears to be “fair, equitable and 
feasible,” the three court-appoint- 
ed trustees for the paper reported 


vair division of General Dynamics 
Corp. in California (AA, Dec. 17, 
56), has opened an office at 2961 
Fifth Ave., San Diego, to service 
the account. Robert E. Cody is 
manager of the office. The agency 
also has been named to handle 
advertising for Lastic Life Co., 


The trustees further told the court} cruitment advertising for the Con- | Package goods division, Hixson & 
that “it does not appear .. . that 
Boston, Jan. 22—Efforts to re-| it would be in the best interests of 
all parties herein to request a 
further extension of time” for re- 
organization. 

Judge George C. Sweeney is ex- 
pected to review the trustees’ re- 
port in the near future and decide 
whether or not to accept it. e| North Hollywood, maker of a cold|Chase Los Angeles office. 


Jorgensen has named John R. 
Markey merchandising director 
and Charles V. Davis to its Los 
Angeles staff. Mr. Markey form- 
erly was San Francisco manager 
and new business director of 
Barnes Chase Co. Mr. Davis pre- 
viously was manager of the Barnes 


“An executive by himself is of no im- 
portance whatsoever,” report the editors 
of Nation’s Business in a provocative 
article on the executive function in the 
December issue. Pointing out that the 
successful manager’s first task remains 
fundamentally one of influencing others, 
they warn that today’s business leader 
must get out of his ivory tower and make 
personal contact—with those above, along- 
side and below him—in order to achieve 
success. 

Businessmen responded to this article 
by purchasing (at 10¢ each) 7330 re- 
prints—within four weeks of publication. 
These keyed requests—from all over in- 
dustry .. . manufacturing firms, banks, re- 
tail and wholesale establishments—prove 
that the men who own American industry 
need and want this type of useful, in- 
formative article. The Nation’s Business 
“useful look ahead” editorial concept is 
indeed unique in the business field, de- 


Nation 


livering an editorial service that business- 
men cannot find in other publications. 

Of Nation's Business’ 776,000 subscrib- 
ers, 580,000 are owners, partners and 
presidents of every type of business, na- 
tionwide. Among general business mag- 
azines, only Nation's Business has the big 
circulation necessary to blanket the vast 
and growing business market. Circulation 
parallels population . . . with 257,000 
copies each month going to cities over 
50,000 and 518,000 to cities of smaller 
size. 

Nation’s Business continues to show its 
advertising strength, too! January 1957 
linage is up 21% over January 1956... 
following a 20.6% linage increase for the 
year 1956! 

Action in business results when you 
advertise to the men who own American 
business . . . in Nation’s Business. 
Reprints of “Management is a three-part 

job” available on request. 


s Busines 


776,287 PAID CIRCULATION 
(A.B.C.), including 74,716 executives 
of business members of the National 
Chamber of Commerce and 701,571 
businessmen who have personal sub- 
scriptions. 


ADVERTISING HEADQUARTERS: 
711 THIRD AVENUE, NEW YORK 17, N.Y. 


Washington * Chicago 
Philadelphia * Detroit * Cleveland 
Los Angeles * San Francisco 


JOHN L. BURNS, formerly a senior 
partner of Booz, Allen & Hamilton, 
has been named president of Radio 
Corp. of America succeeding Frank 
M. Folsom, who moves up to 
chairman of the exec committee of 
the board. David Sarnoff continues 
as board chairman. 


BAKERSFIELD 
KBAK-TV 
Now 


KBALCTY 


Represented Nationally 


by 
WEED TV 
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Craftsmanship 


in addition to four 4-color wet 
proof presses and 8 precision color 
cameras, we add a liberal measure of 
old-fashioned craftsmanship. ..they 
are the things that guarantee you top 
quality photoengraving and offset 
plates. Any job that's important to 
you is worth sending to us. 

*Free Van Gogh print, suitable for framing. Send 
your name on your company letterhead. 


important part 
of your job 


ELECTRO-MATIC 
ENGRAVING CO. 
Photoengraving * A Division of J&£O 


10 West Kinzie Street, Chicago, DElaware 7-1277 


JAHN & OLLIER 


ENGRAVING CO. 
Photoengraving and Offset plates 


617 West Washington Bivd., Chicago, MOnroe 6-7080 


ABC Film Syndication 
Moves to Larger Quarters 


Advertising Age, January 28, 1957 


Used Cars, Homes 


ABC Film Syndication has Lead Buying List in 


moved its New York offices to the 
Paramount Bldg. at 1501 Broad- 


| way. Additional space will be used 


to house the augmented staff, 
which is planning to announce sev- 
eral new properties soon. 

The company’s expansion plans 
also call for stepped up activity on 
the international front. Two of its 
Spanish-dubbed shows already are 
getting wide distribution in South 
America and other Spanish speak- 
ing areas. The Spanish versions of 
these shows—‘“Passport to Danger” 
and “Racket Squad”—have been 
sold to two U.S. stations—KVDO, 
Corpus Christi, and KCOR, San 
Antonio, Tex. 


Smyth Leaves Philco for K&E 

Joseph M. Smyth, formerly ad- 
vertising and sales promotion 
manager in the Los Angeles office 
of Philco Corp., has joined Kenyon 
& Eckhardt, Los Angeles, as ac- 
count coordinator. 


Last Christmas, Killian’s Department Store in Cedar Rapids, lowa, ran 24 pages of advertising 
in one issue of the Des Moines Sunday Register’s “Picture” Magazine. 


' Hmmph! Des Moines,” 
t is 120 miles from Pd 
| Cedar Rapids. 


Lemme meee ee a= af 


Hold on! The Sunday Register reaches 2 ou 
— makes the whole state Killian’s local market. 


+ Tell me another. | 


a ES 


So the state 
t has 99 counties. 


7 
' 
' 
' 
> 


‘ BUSINESS FROM 99 COUNTIES! ; 


That’s right. The Register’s statewide audience of 1,310,000 
Setting "SS... and at an advertising cost to Killian’s of 3.46%. 


eae eee 
lowuh you say. 

I've always pronounced 
that Ohio. Delivers a whole 
State, you say... 


ee ee ee ce ee ee ee ee ee ee es ee 


Fe2reeece 


' 
' 
' 
' 
' 
‘ 
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DES MOINES REGISTER ann TRIBUNE 


Gardner Cowles, President 
Circulation: Daily 364,744, Sunday 525,147 


Represented by: Scolaro, Meeker and Scott; New York, Chicago, Detroit, Philadelphia 
Doyle and Hawley; Los Angeles and San Francisco 


t of 3 families in Iowa 


Facts prove it! Killian’s pulled business from all lowa’s 99 counties. 


ee eee 
| “The grass is 1 
| always greener...” 1 


produced the biggest Christmas business in Killian’s history . . . 30.6% over record 


PCOS OOS2S8 2222282822220 4 
Hello, hello . . . get me the 
Sunday Register . . . no, not a 
copy you bird-brained idiot, an 
advertising representative. 


Yes, amazingly enough, the Des Moines Sunday Register covers a whole state better 
than most metropolitan newspapers cover their city of publication. And Killian’s 
record-setting Register promotion proves how well lowans read the Register. 


‘57 Consumer Study 


Ann ArRBor, Jan. 22—Consum- 
ers are in a mood to buy, and 
they are particularly interested in 
used cars and homes. They feel 
that 1957 will be a period of “good 
times.” 

These are some of the key atti- 
tudes reported last week by the 
Survey Research Center at the 
University of Michigan here. The 
center conducted its latest eco- 
nomic survey between Nov. 7 (im- 
mediately following the election) 
and Dec. 15. A nationwide prob- 
ability sample of 1,375 adults was 
interviewed. 

The results indicate that con- 
sumers are generally optimistic 
about their financial expectations 
and business conditions, but atti- 
tudes and buying plans “are not 
as buoyant as in late 1954 and in 
1955.” 


® The center notes that since 1955 
consumer attitudes have “levelled 
off.” A generally optimistic tone 
has prevailed but there has been 
no significant “growth in opti- 
mism.” 

This “levelling off” is shown in 
the larger proportion of people 
who say their financial situation 
today is about the same as it was 
a year earlier. In the latest sur- 
vey, 50% of respondents gave this 
answer. 

The center found that plans to 
buy new cars are more prevalent 
than they were earlier in 1956, 
before the new models came out, 
but they remain well below the 
very high level reached in the fall 
of 1954. In the latest sample, 36% 
said now is a good time to buy 
a new car. 

On the other hand, intentions 
to buy used cars are at a peak for 
the 1954-56 period. 


8 Intentions to buy homes have 
increased in recent months, ac- 
cording to this latest survey, but 
plans to buy major household 
goods “give little or no indication 
of recovery from their earlier de- 
cline.” 

The Survey Research Center re- 
ports that the price situation may 
be a strong deterrent to consumer 
spending. A good many people feel 
prices have gone up in the past 
year and even more feel they will 
rise in 1957. Questions on price 
trends showed: 


e 38% felt prices have risen in 
the past year, compared to 45% 
who felt they remained about the 
same. 


e 44% feel prices will rise in 
1957, while 36% expect prices to 
remain about the same. 


In all questions on buying 
plans, it was found that families 
in the above-$5,000-a-year brack- 
et were far more inclined to buy 
than those in the under-$3,000 
group. The center points out that 
the $5,000-and-up group now in- 
cludes more than 40% of all fam- 
ilies and accounts for an even 
larger proportion of total pur- 
chasing power. . 


E. P. Baldwin Forms Agency 

Ernest P. Baldwin, formerly vp 
and manager of the Syracuse of- 
fice of the Mellor Advertising 
Agency, Elmira, has become pres- 
ident of Baldwin Advertising 
Agency, Syracuse. Offices of the 
new agency will be at 106 E. Wash- 
ington St. 


Carmichael to Lithographer 

William H. Carmichael, former- 
ly vp in charge of the display di- 
vision of Arvey Corp.’s eastern 
|division, has been named vp and 
director of sales of Lutz & Sheink- 
man, New York, color lithographer 
and point of sale display manufac- 
turer. 
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The Post-Gazette 


set many new all-time 


advertising records 


in 1956 


RETAIL ADVERTISING 


The Post-Gazette scored the only all-time high 
in retail advertising—the fifth in the past six 
years! With 26% more lineage than just five 
years ago, The P-G led the daily Sun-Telegraph 
by 949,650 lines. 


DEPARTMENT STORE ADVERTISING 


Here, too, the P-G scored the only all-time high 
among Pittsburgh dailies; the only gain over 
‘55, too. Up 14% over 1951, the P-G moved 
ahead of the Sun-Telegraph by 235,!11 lines. 


GENERAL ADVERTISING 


Another all-time high! ... 16% ahead of the 
previous record high! With a gain of 552,717 
lines over 1955, the Post-Gazette moved even 
further ahead of the Sun-Telegraph; carried 
34% more in ‘56. 


CLASSIFIED ADVERTISING 


TOTAL 


"The People's Market Place," too, saw an all- 
time high in the Post-Gazette. It was a gain 
of 149,774 lines over 1955—the previous all- 
time high. The Post-Gazette led the daily 
Sun-Telegraph by 59 per cent. 


ADVERTISING 


They all add up to an all-time high in Total 
Advertising! The fifth in the past six years. 
1956 was 1,125,757 lines ahead of 1955—the 
previous record high—and 2,925,496 ahead of 
the Sun-Telegraph. 


Something HAS Happened in Pittsburgh! 


eee 


Pittsburgh 


Post-Gazette 


Represented Nationally by Moloney, Regan & Schmitt 
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‘Robin’ Junket 
Was PR ‘Steal,’ 
Says J&J's Gerbic 


New York, Jan. 22—The de- 
tails of how Johnson & Johnson 
and Wildroot got practically a 
“free ride” on a $100,000 publicity 
jaunt for their “Robin Hood” ty 
series were outlined here last 
week. 

Edward G. Gerbic, Johnson & 
Johnson vp, told the Merchandis- 
ing Executives Club that a week’s 
trip to England for 67 top news- 
paper and magazine tv editors at 
the start of the series in the fall of 
1955 cost each of the co-sponsors 
a mere $18,000. 

The rest of the bill for this 
kickoff shindig, he noted, was paid 
by CBS; Official Films, the pro- 
ducer of the series; the British 
Board of Trade; the BBC, Bri- 
tain’s Independent Television Au- 
thority; the American embassy; 
Nettlefold Studios, where the 
show is filmed, and Pan-Ameri- 
can Airways. 

“We took these influential writ- 
ers to the Nettlefold studios to see 
the ‘Robin Hood’ show being pro- 
duced,” Mr. Gerbic said. “The 
timing was perfect, because it co- 
incided with the start of commer- 
cial television in England. Our 
writers were treated like visiting 
royalty—a reception at the Amer- 
ican embassy, a luncheon given by 
the lord mayor of Nottingham, a 
dinner at Claridge’s attended by 
top figures of the British enter- 
tainment world and even an elab- 
orate Elizabethan party on the 
‘Robin Hood’ set. 


s “These tv writers were so im- 
pressed and so appreciative—and, 
most importantly, so saturated 
with real news on tv in general 
and ‘Robin Hood’ in particular— 
that the mail pouches returning to 
the States on Pan-American each 
night were simply loaded. And 
with liberal mentions of Johnson 
& Johnson and Wildroot and ‘Rob- 
in Hood.’ 

“This was the traditional press 
luncheon, stretched out to almost 
a week of breakfasts, lunches and 
dinners, and spanning the Atlan- 
tic Ocean. What was the cost of 
this pioneering publicity pow- 
wow? In total about $100,000—but 
it only cost J&J and Wildroot 
$18,000 each. This was because 
CBS, the network, and Official 
Films, the producer, both con- 
tributed. 

“For the whole time we were 
in England we, the sponsors, had 


SPARK EVERY PROMOTION 
with Genuine 


GLOSSY PHOTOS 


C Co. 


53-59 E. illinois St. * Chicago 11, til, 
Phone WHitehell 4.2930 


to buy the group only one break- 
fast. The other meals were at the 


‘expense of the British Board of 
| Trade, the BBC, the ITA, the stu- 


dio and the American embassy. 


= “The biggest item of expense— 
transportation to England and 
back—was taken care of by a deal 
with Pan-American. They gave us 
an airplane for 70 people and a 
crew in return for a four-second 
statement on each show, “These 
films flown from England by Pan- 


American Airways.’ At regular 
rates this item of transportation 
would have cost about $60,000... 

“Did the campaign pay for it- 
self?” Mr. Gerbic asked—after it 
would seem that he had already 
answered the question. “In the 
first 90 days we received publicity 
for ‘The Adventures of Robin 
Hood’ valued at more than $180,- 
000. This is a conservative figure, 
based on a value of 50¢ per line. 

“The effectiveness of the pub- 
licity is shown in the Nielsen rat- 


ings. There are more than 160 
nighttime tv shows, and ‘Robin 
Hood’ has consistently ranked 
among the firsc 15,” the Johnson 
& Johnson executive concluded. 

Mr. Gerbic credited pr men 
Harry Rauch, of Y&R; Jim Brown, 
of BBDO, and Bob Shaw, of J&J, 
with pulling off this inexpensive 
publicity coup. 


Hardy Joins Hanson & Hanson 
Hanson & Hanson, Chicago agen- | 


Advertising Age, January 28, 1957 


a vp and account executive. Mr. 
Hardy formerly was a copywriter 
with Western Advertising Agency 
and a copywriter and account ex- 
ecutive with George H. Hartman 
Co., Chicago. 


Grimm & Craigle Adds One 
Elmer A. Blasco, formerly di- 
rector of advertising and public re- 
lations of the Rawlings Sporting 
Goods Co., St. Louis, has joined 
Grimm & Craigle, Chicago, as an 


cy, has appointed Robert P. Hardy | account executive. 


‘Cet The Truth and 


HOTTER 


A hotter pulling power for your ads. In = 

, only the 

aa steady growth in circu 

last 10 years. A 

Streak edition has 

tion of any newspaper - 
Forecast: for ALL advertisers—eager reade 


and big results. 


. News can boas’ 
Chicago on during the 
nd, the big Weekend Triple 
the largest evening circula- 
in these United States. 
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The Independen 
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IN NEWS, ID} 


NEWSBOY TO NEW SMAKER 


editing 


John S. Knight has devo 


s, the Ak 
Detroit Free Press, 
Herald, and the Chicago Daily News. 


FROM NEWSBOY to news’ 
one creed and one creed alone. 
newspapers should do or say. 

He approaches every issue as a fr 
He gets the 
the “News” have con 
reporting and in th 


Publisher Sticks 
To One Creed 


Insists on Honest, 


I ndependent A pproach 


ted his entire life to working on, 


and publishing great newspapers. 


truth and he prints it. 
fidence in this great 
e ads it carries. 


maker, Knight has lived by 
No one tells him what his 


ee-thinking independent. 
This is why readers of 
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TV ‘Who's Who’ to Bow distribution, electronics develop-| listed the new address as 401 N.| " «side selena 
Martin Codel, publisher of “Tele-| ment and promotion and military; Broad St. Actually the agency) N.Y. State Finds who operate a partnership. Getting 


vision Digest Newsletter” and| communications. Listings, for) moved from Broad St. to 1920) s H professional status saves the Kom- 
Television Soctbeck, Washington, | which no fee will be charged, will | Chestnut St., Philadelphia. Artists Not Subject gig tee, tax .. ‘ 
has announced that the first edi-| be determined by a board of edi-| 3 Don Komisarow testified that he 
tion of a new encyclopedia of bi-| tors headed by Mr. Codel and in- ‘Ad Specialty Club Organizes to Business Tax does advertising comics strips for 
ographies, ‘‘Television Digest’s| cluding industry advisors in the! The Advertising Specialty Club New York, Jan. 22—Two com-| major advertisers and other com- 
Who’s Who in Television, Radio, | various fields. of Chicago was formed at an ini- | mercial artists here practice a pro-| mercial work. Ralph Komisarow is 
Electronics & Telecommunica- tial meeting Jan. 15. Officers of|fession and do not conduct a busi-/|a lettering specialist. 

tions,” will be published soon after; Danoff Moves to Chestnut St. \the new group are J. S. Crowder,| ness—so they won’t have to pay| The tax commission's ruling is 
mid-1957. The book will contain In reporting that Norman Danoff| Republic Co., president; L. S. Hal-/| the state unincorporated business|regarded as significant, because 
biographies of leading American) Advertising, Philadelphia, has|per, Merit Advertising Planners, | tax. ; jartists in New York previously 
and foreign figures in radio and tv,) moved to new offices (AA, Jan.|vp, and Doug Peppard, Gordon- That’s the ruling of the New | have not been able to win acknowl- 
radio and tv manufacturing and| 14), Apvertisinc Ace incorrectly | Douglas Co., secretary-treasurer. | York state tax commission in the|edgement of their professional 


status. ‘ 


Byrne, Pratt Retire from Y&R 

Edwin J. Byrne, a member of 
the media relations department of 
Young & Rubicam, New York, for 
29 years, and A. B. Pratt, who also 
joined the agency in 1928, have 
retired. In recent years, Mr. Byrne 
had been a senior buyer handling 
all media on major accounts. Mr. 
Pratt joined Y&R as a space buyer 
and for the past few years served 
as a senior buyer for radio, tv and 
publication media. 


B Print 
B\ILY N 


Newspaper 
tion in Chicago and Suburbs 


2 


John HART ‘fe 


Lon CHANEY 


James Fenimore Cooper's all- 
family classic has a ready- 
made audience. Hawkeye’s 
everybody's idol! Thrilling 
outdoor action—an “Eastern” 
filmed on location in actual 
French-indian War Country. 
You get better sponsor iden- 
tification. Excellent markets 
still available. Wire or 
Phone collect right now for 
your market before another 
sponsor beats you to it. 


Policy Wins Readers 
And Pulitzer Prizes 


Integrity of ‘News’ Breeds Reader 
Confidence in Advertising Pages 


n 1944. John S. Knight wanted the 
” readers get an honest, factual 
is nationally recognized for 


hg 8 Me te ie a 


iple laid down i 
ted with a simple prince i 
, nted in his newspa per. So, “News 
happening. The Chicago Daily News 


It all sta 
truth and he wanted it pri 
picture of what is actually 


d perceptive reporting. ” ar it spon: 
gag hve tras first with the slum exp ose, “Misery for Profit.” Every ye 
The “News” was 


. ~ pondents, K y 


porting. 
In 1949 the 
roll scandal in 


service for uncovering the pay- 
“News” scored another 
ce. For its out- 
award by 


Prize for public 

“News” won the Pulitzer 

the State Government. And, in June of last year, a a 
it exposed the Hodge scandal in the Illinois State oe pen 

readies pon on the Hodge expose, the “News” was nominated 

standin 


another civic-minded Chicago paper, the Sun- Times. 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 « PLaza 5-2100 
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Western Lumber Group Pushes Drive 
to Sell Farm ‘Buildings, Not Boards’ 


Push, Aimed at 27,000 
U. S. Lumber Dealers, Is 
Group’s ‘Biggest Ever’ 


PorTLAND, ORE., Jan. 23—West | 
Coast lumbermen, reaching for 
new customers to help offset the 
national decline in_ residential 
building, have come up with a 
package promotion in the farm 
market to help the lumber dealer 
sell “buildings instead of boards.” 

To 27,000 retail lumber dealers 
throughout the VU. S., the West 
Coast Lumbermen’s Assn. has 
distributed plans and promotion 
material based on four standard 
sizes of farm buildings 

The kits include an estimating 
guide that enables dealers to fig- 
ure quantities and prices of mate- 
rials, details on how to erect the 
buildings and _ instructions for 
pre-cutting truss members. The 
kits also include newspaper mats, 
radio spots, and direct mail ad- 
vertising helps. 

One of the newspaper mats is 
headlined: “Here’s the answer to 
your farm building problems! 
Versatile, low-cost utility build- 
ings of West Coast lumber, com- 
plete and ready to use.” 


s For lumbermen, the new pro- 
motion is designed as an answer 
to the challenge of prefabricated 
metal buildings, which, it is rec- 
ognized, have taken a strong hold 
on the farm market. In presenting 
the new program to lumber deal- 
ers, the lumbermen’s group said: 
“In the farm building market, 
the demand is for complete build- 
ings. The time may be approach- 
ing when the only way a retail 
lumber dealer can stay in busi- 
ness is to sell packaged buildings. 
“On the modern, mechanized, 
high investment farms, farmers 
can no longer afford to take time 
off and gather all the materials 
together for a building. They need 
a source where they can get the 
buildings they need in one trip 
for one price. Retail lumber deal- 
ers, convenient everywhere, can 
cash in on the demand if they 
can sell ‘one-price buildings’.” 
The buildings to be offered by 
the lumbermen were worked out 
in cooperation with the agricul- 
tural engineering department of 
Michigan State University. They 


Take A Tip 


are of four standard widths—24’, 
30’, 36’, and 40’. They may be 
erected in any lengths in multi- 
ples of 4’. Construction may be by 
the farmer, the dealer with his 
own crew, or through subcon- 


|tract with a builder. 


The promotion is described by 
the lumbermen’s association as 
the “biggest farm push we have 
ever undertaken.” It is backed by 
an advertising budget of $40,000 
in national farm magazines and 
$17,000 in lumber trade journals. 

Cole & Weber, Portland, is the 
agency. 


Roman Agency Adds Two 


Louis, has been appointed 


Roman Advertising Co., St. 
to | 
handle advertising for Universal | program. 


Match Corp.’s Dynamics Research 
Associates division, Ferguson, Mo. 
Dynamics Research produces a line 
of magnetic amplifiers sold under 
the trade name, Dynamag. A trade 
campaign is being planned. Roman 
also has been named to handle ad- 
vertising and sales promotion for 
Duke Mfg. Co., St. Louis, maker of 
food warming equipment, cafeteria 
counters and commercial kitchen 
tables. Trade publications will be 
used in an increased promotion 


} 
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Thomas Advances Jones 

William H. Jones, of the sales 
staff of Thomas Publishing Co., 
New York, has been appointed ad- 
vertising sales manager. He re- 
places Clayton P. Adams, who has 
resigned to take over the Eastern 
Pennsylvania territory for Thom- 
as’ Register and Industrial Equip- 
ment News. Before joining the 
Thomas organization Mr. Jones 
was a junior partner in Geffen- 
Dunn & Co., financial public re- 
lations organization. 


one of the two 


From The 
Movies 


If you are at all interested in selling 
goods at the retail level, be sure to 
read “Take A Tip From The Movies” 
in the February issue of ADVER- 
TISING REQUIREMENTS. 

We can’t think of any business 
which depends on public patronage 
more than the movies. And in this 
exclusive AR feature story, you'll 
see how a good manager promotes a 
picture to the public. Plenty of stim- 
ulation here for your thinker-upper. 


Typical of the kind of information 
ou'll find in every issue of AR to 

lp you do a better job of adver-| 
isi promotion and 


tising production, 
merchandising. 


If you happen not to be a sub- 
scriber, correct the situation now by 
clipping this ad, attaching $3, and 


mailing today for a year’s (12 issues) 

trial starting with the big Feb 

issue. Money back anytime you 

for it. 

Advertising Requirements 

The Workbook of Advertising 
Management 

200 E. illinois St., Chicago 11 


| 
| 
| 
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| WILLIAM 8. 


PBN 
ANNOUNCEMENT 


President 


It has been apparent for some time that the vigorous 
growth and changing trends of the timber industry of 
North America have required new and broader con- 
cepts in the editorial services and distribution of the 
journals serving this major and basic industry. 


To this end, the publishers will as quickly as subscrip- 
tions can be reclassified and consolidated, redesign 
both THE TIMBERMAN and THE LUMBERMAN 
as two separate, highly specialized twin forest indus- 
tries journals. The editorial content and format of both 
magazines will be refashioned so that each will serve 


natural divisions of the industry. 


FREEMAN 


MILLER FREEMAN, Jr. 


Secretory-Treasurer 


IMPORTANT 


mt Limberman & “Lumberman 


..« the two leading production journals in the lumber, logging 
and forest products fields, have combined their facilities to serve 
the great timber industry more effectively. 
For the first time, readers and advertisers will be fur- 
nished with two publications each of whose editorial 


content and distribution will be exactly tailored to 
their requirements. Advertisers whose products have 


application in one or the other of the two divisions of 


serves their needs. 


LAWRENCE K. SMITH 


Vice President 


Constructively serving industry since 1902 


MILLER FREEMAN PUBLICATIONS 


Executive Office: 500 Howard Street * 


the industry—logging or wood manufacturing—can 
channel their sales messages to more readers whose 
buying interests are directly concerned with both the 
editorial pages and products advertised. In short, ad- 
vertisers can now buy the undivided attention of the 
buying influences in the forest industries where it best 


EDGAR P. HOENER 


Vice Pres., Publisher 


San Francisco, California 


PORTLAND « SEATTLE « LOS ANGELES + CHICAGO »« NEW YORK » ATLANTA « VANCOUVER, B.C. 
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Swimming Pool Ads 
to Hit $10,000,000 


in ‘57: Hoffman 


New York, Jan. 22—The boom- 
ing swimming pool industry has 
entered the era of advertising, 
salesmen and instalment buying. | 

According to a market survey | 
now being completed by Swim- 


used advertising last year, and 
60% employed salesmen—the first 
year the industry has made use 
of either to any extent. 

Last year’s advertising outlay 
by the industry was roughly esti- 
mated at $5,000,000—almost dou- 
ble the previous high. And in 
1957, advertising is expected to 
_ double easily the °56 figure, ac- 
| cording to Robert M. Hoffman, 
publisher of Swimming Pool Age 


ming Pool Age, 97% of the pool|and president of the National 


builders covered in the survey | 


Swimming Pool Institute. 


Last year, 72% of the adver- 
tising was placed in newspapers, 
23% in classified phone directo- 
ries, 3% in tv and 2% in radio. 


® The industry expects to build 
45,000 pools this year, a gain of 
36% over the 33,000 units con- 
structed in ’56. Dollar volume in 
57 will amount to $500,000,000 for 
construction of new pools and re- 
pair and replacement of the old, 
compared to $325,000,000 last 
year, the institute estimates. 


Almost two-thirds of those an- 
ticipated 45,000 pools will be of 
the back yard variety, and a 
goodly number of them will be 


bought on credit. While 20% of | 
residential pools were financed in | 
1955, 34.7% were beught on the in- | 
stalment plan last year. For non-| 


residential pools, the figures were 
11% and 28%. 

More credit is needed as pools 
become priced lower—within the | 
reach of non-millionaires. And 
in 1956, despite the “tight money” 
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policy, 72% of the pool loans were 
extended by banks; 18% by mort- 
gage companies and 10% by oth- 
er lending agencies. 

The boom evidences itself in 
other statistics too: Two years ago 
there were only 400 pool builders 
and equipment dealers. Today 
| there are 15,000 to 16,000. And 
| these pool dealers are selling pri- 
| marily a “packaged” pool, fully 
equipped. Today, 98% of the pools 
are sold with filters, 97% have 
underwater lights, 82% have div- 


ing boards, 60% have vacuum 
cleaners and 31% have water 
heaters. 


s Around New York, a good-size, 
fully equipped pool costs about 
$6,000; its equivalent in Califor- 
nia costs only $3,000. Construction 
in the East is more expensive be- 
cause of weaker competition and 
more severe ground freezing con- 
ditions, Mr. Hoffman explained. 

In some areas, pools are even 
offered as optionals in housing de- 
velopments. In Phoenix, one 
builder is selling a house com- 
plete with pool for only $8,900. 


‘Sports Alfield’ Names 
Six Contest Winners 


Six winners of Sports Afield’s 
contest on multiple car ownership 
have been named. Each has re- 
ceived an “unusual marine-styled 
cocktail shaker.” Winners came 
closest to guessing the number of 
the magazine’s readers who own 
more than one car. The figure 
was 289,864. 

Winners are James K. Payne, 
D’Arcy Advertising Co., St. Louis; 
L. E. Tollack, West Bend Alumi- 
num Co., West Bend, Wis.; W. W. 
Swertfager, Lennen & Newell, 
New York; C. B. Donovan, Charles 
W. Hoyt Co., New York; W. A. 
Jonas, Johnson Motors, Wauke- 
gan, Ill.; and Reginald L. Dellow, 
Grant Advertising, Chicago. 


the station 
that made 


ROANOKE 


VIRGINIA’S 
NO. 1 


TV market 
73.2% 


station share 
of sets... (ars) 


WSLS-TV 


CHANNEL 10 
ROANOKE, VA. 


Represented Nationally —Avery-Kno del, tac. 
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IN MONTREAL 


The Star delivers power-packed selling action with its near- 
saturation coverage of Montreal's English market. Your adver- 
tisements go to work in the leisure evening hours, in the home, 
to pay off at point of sale! And the Star backs its coverage with 
practical merchandising services. 


More retail, general, classified and department store advertising 
than any paper in Montreal’s English market. 


Get the facts from your neur- 
est O’Mara and Ormsbee office. 


The Montreal Star 


Represented nationally by O’Mara and Ormsbee Inc. 


Network TV Program Audience Trend 


January through November, 1956 vs. 1955 


Total Audience Rating Homes 
(Program Station Basis) (000) 
Average Evenirg Program 
1955 (133) 
1956 (136) 
Average Weekday Daytime Program 
SE St, ss aoe pce RAS b he ame Be 8.1% 
RD Ss dc sce oc dcasec nouns 8.4% 
Average Weekend Daytime Program 
1955 (18) 3,379 
1956 (18) 4,200 +24% 
Note: Figures in parenthesis are the number of programs. 
Souree: Television Bureau of Advertising compilation from 
Nielsen data. 


Change 


5,939 
6,957 +17% 
2,275 


2,711 +19% 


Forms Hobby Division as ITC Model Craft. The com- 
Ideal Toy Corp., New York, has |pany’s fourth division, it will use 
formed a hobby division, known! the ITC logo on all its products. 


Surv 
Major 


PLAN 
GREATER 
SALES 


Ten 


1957 


IN THESE 10 MARKETS 


ere . 
Pe sont? Thterview 


INVENTORY FOR 1957 


Bosed on 1956 Buying Potterns 


DAN £. CLARK 4 ASSOCIATES 


1320 6 W Breeden, Portions |, Oregon 


A COMBINED COMPARATIVE 
NATIONAL STUDY OF 

80 PRODUCT CATEGORIES 
IN 10 MARKETS 


All Surveys made by Personal Interviews 
of probability samples in each of the 
10 markets by DAN E. CLARK Ii & ASSOCIATES 


AVAILABLE NOW through sponsor newspapers or 


their national representatives. Each of the sponsor newspapers is 
represented nationally by one of these organizations: Cresmer & 
Woodward, Inc., Kelly-Smith Co., Moloney, Regan & Schmitt, Inc., 
or Story Brooks & Finley, Inc. 


PLAN 1957 SALES CAMPAIGNS 
ON 1956 BUYING RESPONSES TO 


UUNGoTOW 


YOUNGSTOWN VINDICATOR 


ILMINGTE 


WILMINGTON NEWS-JOURNAL 


AKRON BEACON-JOURNAL 


PORTLAND 


PORTLAND (OREGON) OREGONIAN 


ENVER 


DENVER POST 


IAM 


MIAMI HERALD 


ALLAS 


DALLAS MORNING NEWS 


5 LUG ANGELE 


LOS ANGELES HERALD EXPRESS 


HOUSTON 


HOUSTON POST 


10 COMPREHENSIVE LOCAL STUDIES 


Individual studies for each of the 10 markets are also avail- 
able. Local studies show product usage and the TOP TEN 
BRANDS for 130 different products, related buying patterns, 
brand availability in stores and extensive up-to-date popula- 
tion data. Copies may be obtained from each sponsor news- 
paper or their national repr tives. 


_..TOP TEN BRANDS | 
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‘Devil's Glossary’ 
Bedevils Printers 
in Fractured Jargon 


New York, Jan. 22—As if there 
weren’t enough confusion already 
extant in the field of the graphic 
arts, the Case Paper Co. is current- 
ly distributing a “Printer’s Devil’s 
Glossary,” in the interest of “thor- 
oughly confusing the printer.” 

Printed in two colors on a 12x16” 
sample of the company’s Ultra 
Gloss Board—20 pt., the compleat 
glossary is punched for hanging in 
the nation’s print shops. It contains 
48 definitions of commonly used 
printing terms, dreamed up by the 
paper company’s agency, Mack Le- 
blang Co., New York. For example, 
by reference to the glossary, any 
tyro can quickly learn that a deckle 
is a small gin rummy deck, or that 
font is what happens to type that 
was formerly lost. 

The weird definitions were orig- 
inally printed, four at a time, in 
one section of a series of monthly 
mailings that Case sent out to 
printers, publishers and production 
managers in 1956. According to the 
agency, this section proved to be 
the most talked-about feature of 
the mailings and became the sub- 
ject of requests for the current 
published consolidated version. 


® To help make it completely im- 
possible for a well-intentioned cus- 
tomer to deal intelligently with his 
printer, the glossary offers such 
explanations as these: 


® roman type—For instance, Gina. 
e stock—When the customer can’t 
pay, printer is... 


e running head—What 
get with colds. 


e deep etch—Where it’s difficult 
to scratch. 


e combination plate—Nice roast 
beef (rare), string beans, new 
peas, baked potato, 90¢. 


e folio—What that cheap lunch 
counter tries to pass off as butter. 


e crop—A printer can take just 
so much. 


printers 


In much the same zany vein, the 
glossary goes on to impart mislead- 
ing information about many anoth- 
er common printing term, includ- 
ing a revelation that a widow is a 
printer’s wife during his busy sea- 
son and that even a steady loser in 


| gin rummy is bound to vignette. 


® Although no direct sales appeal 
is made by Case Paper in the glos- 
sary, it must be assumed that its 
primary purpose in distributing 
this public relations piece is to 


|have it serve as a factor in the 


chase for more quoin. . 


Westinghouse to Sponsor 
Programming Conference 

Westinghouse Broadcasting Co. 
is sponsoring an industry-wide, 
three-day conference on local 
public service programming to be 
held Feb. 27 through March 1. Pro- 
gramming, public service and pro- 
duction executives of 75 stations 
have been invited to attend the 
meeting, which Westinghouse of- 
ficials believe is the first of its 
kind. The sessions will be held in 
the studios of Westinghouse’s 
Boston stations, WBZ and WBZ- 
TV. 

Donald H. McGannon, Westing- 
house president, said the meeting 
is designed to give creative people 
in radio and tv a chance to ex- 
change ideas and discuss the prob- 
lems of public service program- 
ming. He said his company is 
spending “a substantial amount to 
underwrite the conference.” 


Dell Modern Raises Rates 
Dell Modern Group, New York, 


is raising its b&w page rate from 
| $6,050 to $6,350, beginning with 
July, 1957. The guarantee wil] re- 
main 2,700,000. 
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The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


Are you getting your share of the $161,000,000 Greater Philadelphia 
families spend each year for drugs, cosmetics and toiletries? Make 
sure. Start your selling in the home through the advertising columns 
of Philadelphia’s home newspaper—the Evening and Sunday Bulletin. 


The Bulletin packs selling power throughout a market noted for 
its buying power. Philadelphians like The Bulletin. They buy it, 
read it, trust it and respond to the advertising in it. The Bulletin is 
Philadelphia’s home newspaper. 


Now—R.O.P. spot and full color seven days a week 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 342 Madison Avenue 


Chicago, 520 N. Michigan Avenue. Representatives: Sawyer Ferguson Walker Company in Detroit A 
Atlanta * Los Angeles * San Francisco - 


In Philadelphia nearly everybody reads The Bulletin 
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= /Vo. | MEATPACKER TO 
THE NATION! 


* With The Omaha World-Herald reaching 
the $75-million annual meatpacking payroll 


There’s profits for you in Omaha’s rich meatpacking payroll. 
Big weekly paychecks tell the story of a booming packers’ volume 
which last year surpassed the No. 2 meatpacking center by more 
than 40%. 


U.S.D.A. slaughter reports, for the year 1956, underscore again 
the importance of advertising with 100% Omaha coverage. Only 
100% medium: The Omaha World-Herald! 


Get to know Omaha, a vibrant city in a prosperous period of dy- 
namic growth. Contact O’Mara & Ormsbee, or write the National 
Advertising Department of The World-Herald. 


Read by 3 out of 5 families in all of 
Nebraska and Western lowa 


Omaha 
World-Herald 


252,598 DAILY 263,674 SUNDAY 
ABC, 12 MONTHS ENDING MARCH 31, 1956 
O'MARA & ORMSBEE, NATIONAL REPRESENTATIVES 
NEW YORK ® CHICAGO ® DETROIT @ LOS ANGELES 
SAN FRANCISCO 


Omaha—VW orld Headquarters Strategic Air Command 
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|This Week in Washington ... 


Why News Leaks 


By Stanley E. Cohen 
Washingten Editor 

WASHINGTON, Jan. 24—The latest 
news “leak” from the Federal 
Communications Commission says 
the commission is concerned about 
news leaks. This “leak” leaked just 
after trade publications carried ex- 
tensive quotes from a supposedly 
secret report on multiple owner- 
ship, plus the commission’s tenta- 
|tive votes picking the lucky win- 
ners of tv assignments in half a 
dozen very important competitive 
cases. 

The commission is supposed to 
be so angry that it is even consid- 
jering calling the FBI. 
| This hardly seems fair to the 
FBI. For leaks are the recognized 
| way of life at the FCC and inevit- 
| ably will be as long as the commis- 
|sion tries to hold up release of de- 


= icisions for several weeks after a 


|vote has been taken, or to hide 
controversial reports long after the 
|commissioners have begun squab- 
| ling over them. 


® All experienced Washington 
|correspondents know that the last 
place to look for important news 
while it is still news at FCC is the 
| information office. George Gilling- 
ham, the information officer, is 
able and informed. But he general- 
ly isn’t allowed to announce a deci- 


cheats. 


home town paper.) 


way 
which originates in 
camp). 


“enemy” camp. 
> . - 
Black Market 


many years, is no real handicap to 
the press. It is such a big and fer- 
tile black market, and the word 
spreads so rapidly, that anyone can 
be pretty well informed if he really 
tries. 

But suppose the FBI actually 


press from printing unauthorized 
news. Has any real public purpose 
been served? 

The real beneficiaries of the 
leaks are the lawyers, lobbyists and 
network vps who have to keep the 
boss informed. As _ individuals, 
these people generally are beyond 
reproach. But once their “flash” 
goes back to the home office, others 
can intervene in desperate efforts 


final count is taken. 


black market news, the interested 


themselves. 
» 2 * 


|Next morning, 
shot up $5. 


Ed Slattery 


sion until long after it is made, and 
he is not the kind of man who 


Other times, the source is trying 
to make sure the story “leaks” his 
(possibly to spike an idea 
a_ hostile 


Then there are occasions when a 
| story is leaked simply to be sure it 
will not be leaked first by the 


News: Now this 
black market distribution of news, 
which has gone on at FCC for 


could find a way to prevent the) 


—sometimes via political channels | QUIR : 
—to swing a vote or two before the| many ways which have been de- 


To restore public confidence in 
|the integrity of the board and its 
|staff, Chairman James R. Durfee 
\decided to wipe out conditions| 
| which breed black markets. Under 
a new procedure unanimously ap- 
proved by the board, Press Officer 
is summoned when 


Are S.0.P. at FCC 


votes are taken. He witnesses the 
vote, then steps outside and in- 
forms the press while the meeting 
is still in progress. 

Before the change was adopted, 
some members had misgivings. 
Under the old procedure they could 
change their minds between the 
time the vote was taken and a final 
decision adopted. Members still 
can reverse themselves until a for- 
mal written opinion is approved (a 
period of about a month). But now 
they can’t shift without the whole 
world knowing it. 


® In practice, during the past six 
months there has not been a single 
instance where a member shifted 
his vote, once Mr. Slattery stepped 
outside the room and put it on the 
public record. 

And that’s as it should be. Votes 
are supposed to be based only on a 
written record, which is complete 
at the time the vote is taken. What 
good reason is there for a member 
to change his mind once he has 
studied a case, discussed it with 
his colleagues, and cast his vote? 
He may have to prepare a bit bet- 
ter before going to commission 
meetings. But that’s what he and 
his legal staff are paid for. 


Breast-O’-Chicken Tuna 


Plans Spring Campaign 
Breast-O’-Chicken Tuna will 

launch its spring campaign March 
with a telecast of “Maurice 


6 
On the other hand, there are al- Chevalier’s Paris” carried by 135 
ways insiders ready to give some 


interested party or friend the ad- 
vance word. Sometimes they do 
this to be good fellows. (One of 
last week’s tips was via an inter- 
ested member of Congress, who 
was able to make headlines in his 


stations of the NBC network. A 
closed-circuit premiere of the 
show will be telecast Feb. 1 for 
the benefit of brokers and buyers 
in more than 100 markets, the 
packer says. 

Breast-O’-Chicken also plans to 
offer a premium in its spring 
campaign. It will be a kit of 80 
nips of French perfumes, obtain- 
able for $2 and two Breast-O’- 
Chicken Tuna labels. Foote, Cone 
& Belding, Los Angeles, is the 
agency for Westgate-California 
Tuna Packing Co., San Diego, 
packer of Breast-O’-Chicken Tuna. 
na. 


Mrs. Jessie Cobbs Dies 

Mrs. Jessie Ware Cobbs, 67, wife 
of John Lewis Cobbs Jr., who re- 
cently retired as vp of Benton & 
Bowles, died Jan. 15 in New Ro- 
chelle hospital, New York, as the 
result of a heart attack suffered 
Jan. 12. 


How to 
identify 


Your Dealers 


In the February issue, you'll find 
an exclusive ADVERTISING RE- 
EMENTS round-up of the 


| vised to identify dealers .. . plus a 


If the press stopped printing the | helpful checklist to make sure you 


e not overlooking any of these 
| workable methods. One of the handi- 


| insiders would have the field t0) ost most practical guides that we've 


ever seen. Don’t miss it! 
If you’re not a subscriber, just 


Instantaneous Announcement: clip this ad, attach $3 and mail today 
Last summer the Civil Aeronautics | for a year’s (12 issues) trial of 
Board faced the same problem. Its| ADVERTISING REQUIREMENTS 
decision awarding a Florida route 
to Northeast Airlines had been 


made secretly at 10 p.m., Aug 2.) production, promotion and merchan- 
Northeast stock 


starting with the big February issue. 
AR is the only service that covers 
all of your problems of advertising 


dising—everything an adman must 
do except buy time or space. 

Your money back anytime you're 
not delighted with this unique serv- 
ice. 

Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 
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A message of interest to ALL advertisers: 


Houston Post 1956 Retail Linage Gains 
More Than 2 Evening Papers Combined! 


i ati 


Cl Oe. mn 


Lines Gained 


oe ke 


1,500,000 
1,200,000 
° 
900,000 ; 
Fs 
by 
; 
E 
300,000 ‘ 
*Source: Media records. Does not include American Weekly, This Week, rotogravure magazine, and part-run weekly neighborhood sections. 
Tora retail linage for The Houston Post, by day. They have their ears to the ground. They 
January through November, 1956, was 16,736,513*. are the most sensitive to reader preferences and to 
Compare this with the combined total retail linage the immediate results that newspapers offer. 
of the Chronicle and Press — 26,858,828* — for There is one basic reason for this accentuated 
the same period. Then note the chart above. The swing to The Houston Post — superior advertising 
continuing trend to The Houston Post is significant results! 
to the advertiser. It’s doubly important to remem- 
ber that we're talking about the total daily and o €* ask the local retailer, 
Sunday retail linage gains. Retail linage is placed 
by local merchants who see the Houston trend day he knows the market best! 


to cover the. Housto n marke 
Represented Nationally by MOLONEY, REGAN & SCHMITT 
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Along the Media Path 


Radio Station WPEN, Philadel- 
phia, is using an unusual approach 
to bring the station to the attention 
of ad agencies and advertisers. 
In cooperation with Doubleday & 
Co., the station has started a six- 
month mailing of the latest Dou- 
bleday books to some 500 time 
buyers in agencies as well as to 
individual clients. William B. Cas- 
key, vp and general manager, 
wrote each recipient a personal 
letter informing them this was a 
Christmas gift intentionally de- 
layed until after the holidays in 
order to get more attention. 


@ 29 department stores will tie in 
with the February issue of Amer- 
ican Home by devoting windows 
and newspaper ad space to the 
magazine's editoria] feature show- 
ing how to paint or stain unfin- 
ished wood. 

The stores will feature Aristo- 
Bilt furniture during the promotion 
and offer for sale 18 different 
American Home painting and 
staining patterns. 


e The Ladies’ Home Journal has 
inaugurated a school, college and 
camp directory, which will appear 
for the first time in the March is- 
sue. 


e The Austin American, Austin 
Statesman and the American- 
Statesman have increased the 
width of the newspapers and the 
number of columns from eight to 
nine. The typeface has been 
changed to Regal. 


e KLAC, Los Angeles, is doubling 
its budget in 1957 for its “Salute 
to a City,” inaugurated in 1956. 
The promotion, lasting a week, 
covers one Los Angeles area com- 
munity. It consists of broadcasts 
of civic information, progress re- 
ports, and other general plugs for 
the city honored on a 24-hour a 
day basis. Merchants using dis- 
plays of KLAC-advertised products 
get tag line plugs after commer- 
cials. Photographic coverage is 
furnished local and metropolitan 
newspapers by the station. All ex- 
penses are paid by the station. 
Current plans call for a salute to a 
city every third week. 12 cities 
were covered in the last eight 
months of 1956. 


@ Wood Working Digest, with its 
January, 1957, issue has adopted a 


| 


Ever wondered how to boost the off- 
season sales of your product? The 
Insulite Division of Minnesota & 
Ontario Paper Company increased 
the off-season sales of its product 
by 178%! 

How it was done—the methods 
and techniques used—makes excel- | 
lent reading in the February issue of 
ADVERTISING REQUIREMENTS. | 

It’s just one of the many features” 
in this big February issue that covers 
everything an adman must do except 
buy time or space. If you have prob- 
lems of production, promotion and 
merchandising (and what adman 
doesn’t!) make sure that you read | 
AR regularly. Just clip this ad, at- 
tach $3 and mail today for a year’s 
(twelve issues) trial starting with 
the February issue. Your money 
back anytime you ask for it. 


Advertising Requirements 
The Workbook of Advertising 


Management 
200 E. Illinois St., Chicago 11 


7x10” format and has redesigned 
its editorial makeup for easier 


reading. 


e The Herald-Journal, Spartan- 
burg, S.C., is remodeling its plant 
at a cost of $28,000. The typesetting 
and composing room, which now 
occupies about two-thirds of the 


second floor, will be extended to 
cover the entire second floor. The 
display advertising department, 
which now occupies about one- 
third of the second floor, will be 
moved to the mezzanine floor. 
Business offices have been moved 
temporarily to the mezzanine floor 
until first floor alterations are 
made. 


e WLIB, New York, will launch 
its fourth annual Festival of Negro 
Music and Drama, a combined 
broadcast series and program of 
public events, on Jan. 27 and con- 


| tinue through Lincoln’s Birthday, 
Feb. 12. The 17-day festival will 
present a tota! of 175 special pro- 
grams highlighting Negro con- 
tributions to American culture and 
history. 


e Vol. 1, No. 1 of The Herald 
Magazine, new tabloid-size, pull- 
out magazine feature section of the 
Herald, Bridgeport, Conn., ap- 
peared with the Jan. 13 edition. 


e The Sunday Republican, Spring- 
field, Mass., published a 24-page 
tabloid size “Fifth Anniversary of 
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Natural Gas in the Springfield 
Area” section with its Jan. 13 edi- 
tions. 


e Breeder’s Gazette reports its ad- 
vertising revenue for 1956 was 
$219,563, down 5% from 1955 rev- 
enue of $231,342. 


e A $10,000 contest designed to 
stimulate home improvement spon- 
sored by Farm Journal and the 
National Lumber Manufacturers 
Assn., will be announced in the 
February issue of Farm Journal. 
The contest is divided into two 
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divisions: one for projects costing | able only in the national edition. 
less than $500 and one for those| Current total circulation through 
costing more, with $5,000 in prize | food chain supermarkets was re- 
money in each division. cently increased to 1,900,000 
monthly. 


e The Times, Hartford, Conn., 


published its annual financial re-|e TV Guide is starting an in- | 
view section on Jan. 19. The sec-| ternal house organ to serve its 


standard-size | personnel throughout the country 

junder the direction of Publisher 

| James T. Quirk. It will be issued 
e Everywoman’s Magazine will the first and third Friday of each 
now accept four-color advertising| month and will be sent directly to 
inserts in sectional editions. In-|the homes of more than 600 staff 
serts can be bleed or non-bleed.| members. A prize of $100 will be 
Previously four-color was avail-| given to the staff member who of- 


tion contained 20 


pages. 


| fers the best name. 

| e Department of New Laurels: 
1956 was the best year in the 

34-year history of Radio Station 

WFBR, Baltimore. Over-all time 


sales volume was up 37% over 
1955, national spot sales up 55% 
and local revenues up 23%. 

The Philadelphia Daily News re- 
ports a gain of 19.8% in combined 
national and retail food linage in 
1956 over 1955. 

Cosmopolitan reports a Febru- 
ary sales increase of 28.8% over 
February, 1956. 


Fawcett Publications had an 
over-all 7.8% increase in advertis- 
ing and a 6.8% increase in circula- 
tion during 1956. 

Retail advertising linage in the 
Des Moines Register & Tribune 
reached an alltime high of 11,- 
526,000 lines in 1956. 

KFSD, San Diego, had its big- 
gest sales year in 1955. Sales vol- 
ume for the year was 42% over 
1955 (local sales were up 28% 
and national sales 82%). 

Sunset Magazine’s December is- 
sue marked a new circulation high 
with 605,000 copies purchased. 


LINAGE CIRCULATION 


1950... . 726,765 1950 ..... 9,398 
1951... . 823,735 1951...... 11,113 
1952... . 1,071,186 1952 ...... 12,765 
1953 .. . 1,262,527 1953...... 14,068 
1954 .. . 1,293,764 1954 ..... 15,586 
1955 . . . 1,419,286 1955 ..... 16,903 
1956 .. . 1,530,866 1956 ..... 18,300 


THE 


Footwear News has... 
Check the figures at the left. 


In the past seven 


years advertising linage is up over 100%. 


Circulation is up almost 100%. 


And the trend continues. Foorwear News 


has just completed the biggest advertising 


year in its history, while circulation is at 


all-time high level. 


It all means just one thing: Through FoorTwear 


News, more advertisers are reaching and 


selling more key people in the 31% billion dollar 


footwear industry than ever before. 


cour crowne FOOL WE AL N@WS ress rusian 


The Industry’s Only Weekly Newspaper 


7 East 12th Street, New York 3 


Advertising revenue for the 
March, 1957, issue of Parents’ Mag- 
azine records a gain of 7.7% over 
the same period of 1956. The new 
circulation guarantee of 1,700,000 
becomes effective with this March 
issue. 

The February, 1957, issue of Na- 
tion’s Business closed with more 
than $235,000 in advertising reve- 
nue, a new alltime high for a 
single issue of the magazine. This 
represents a 28.4% revenue gain 
(without benefit of rate change) 
over the February, 1956, issue. 
Redbook reports an 18% adver- 
tising linage gain in its January 
issue compared with the January, 
1956, issue. This follows an in- 
crease in advertising linage for the 
full year of 1956 of 11% above 
1955. 


Pricing Booklet Is Published 

The American Marketing Assn., 
Chicago, has released a new 22- 
page booklet, “Pricing in Prosper- 
ity,” which is the first in a series 
of monographs to be developed for 
marketing executives, AMA says. 
The material in the booklet con- 
sists of excerpted versions of pre- 
sentations given at the 1956 pric- 
ing conference sponsored by the 
association’s St. Louis chapter. 
Among the subjects covered are 
“The impact of packaging on the 
price of consumer goods” and 
“The relationship of advertising 
to pricing policy.” The booklets 
are available for $1 to non-mem- 
bers, 50¢ to members. 


S. C. Baer Co. Changes Name 

S. C. Baer Co., Cincinnati agen- 
cy, has been reorganized under the 
name of Baer, Kemble & Spicer. 
C. Martin Spicer was elected presi- 
dent of the agency last May, suc- 
ceeding Mr. Baer, who became 
chairman of the board (AA, May 
28, 56). Raymond J. Kemble Jr. 
is vp and treasurer. Management of 
the agency is now in the hands 
of a group of employes, under a 
plan initiated eight years ago by 
Mr. Baer, founder of the agency. 


Aeronutronic Names Miner 
Aeronutronic Systems Inc., 
Glendale, Cal., a subsidiary of 
Ford Motor Co., has named Dan 
B. Miner Co., Los Angeles, to han- 
dle its advertising. Aeronutronic, 
established in 1956, is primarily 
concerned with the research, de- 
velopment and production of ma- 
jor weapon systems. 


READERSHIP 


Traffic World has a 
$24 subscription, 90% 
renewal -— is the only 
publication necessary 
to reach the $17 
billion transportation 
market. 


Get the facts}! 
TRAE EIO 
a7 ORI. 


515 Madison AvGe, N.Y. 
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O’Brien Joins Needham, Louis 
Richard O’Brien, formerly mer- 
chandising services supervisor of 
Dow Brewry Ltd., Montreal, has 
joined Needham, Louis & Brorby 
of Canada Ltd. Toronto, as 
French language and Quebec 
marketing advisor. 
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Under totalitarian rule, truth is not alone stranger than fiction, 
but more elusive, too. 

Here in two powerfully eloquent pictures is the truth about 
Communism. It is also the truth about freedom. Here the camera 
has caught the pent-up fury of brave Hungarians daring to rise 
in revenge. 


True. Vivid. Unforgettable. This is what readers expect to see 
in LIFE. This is why people respond to LIFE. They respond to 
penetrating, purposeful reporting . . . to the unique power of pic- 
tures and paragraphs that let them share in every story. 
Readers react because they are personally rewarded. They re- 
spond each week to memorable pictures, meaningful words, and 
informative advertising pages. 
1 LIFE commands the respect and attention of readers every- 
o 


where. 15,800,000 people read an average 10 out of every 
13 issues. 


y] Retailers in major fields use LIFE’s powerful local impact. 
* They tie-in with LIFE advertising far more often than 
with that of any other magazine. 


SOURCES: Audience: A Study of Four Media; Retail Tie-ins: Audits and Surveys, Inc, 
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$O LONG AND GOOD tuck—Karl M. Mann (left), former president of 

Case-Shepperd-Mann Publishing Corp., which became a division of 

the Reuben H. Donnelley Corp. in the summer of 1955, retired Jan. 1 

as advertising director of the division. He was succeeded by A. J. 

Houghton (right), former sales representative of the magazines han- 

dled by the division. Mr. Mann was board chairman of Associated 
Business Publications in 1954-55. 


McNie Is New Head 
of Kelley Agency; 
Kelley Is Chairman 


HAMILTON, ONT., Jan. 22—One 
of Canada’s oldest advertising 
agencies, Russell T. Kelley Co. 
Ltd., has a new management. 

H. P. Kelley, whose father, the 
late Russell T. Kelley, founded the 
agency 44 years ago, has retired 
as president to become chairman 
of the board. He will be succeeded 
as head of the company by John 
D. McNie, who becomes president 
and managing director. 

Mr. Kelley intends to take up 
residence late in the spring at Van- 
couver, B. C., where he will be 
consultant to the agency on West 
Coast business developments. 

Harold E. Dennison, exec vp, is 
retiring from active participation 
in the agency. He will continue to 
manage Mid-Main Properties Ltd., 
owner of the new Russell T. Kelley 
Bldg., erected early last year. 

Messrs. Kelley and Dennison 
have sold their interests in the 


agency to Mr. McNie and H. Gra- 
ham Scaife. Mr. Scaife becomes vp 
and secretary-treasurer. 

Mr. MecNie, who enlisted with 
the RCAF at Toronto, was adver- 
tising manager of the Salada Tea 
Co. before joining the Kelley agen- 
cy 11 years ago. Mr. Scaife, a Ham- 
iltonian, has been with the agency 
since 1940, except for time spent in 
service with the Canadian army. e 


Veritied Audit Adds Eight 

Verified Audit Circulation Co., 
Los Angeles, has added eight pub- 
lications as subscribers. They are 
Antibiotic Medicine & Clinical 
Therapy, Floor Covering Weekly. 
MD Medical Newsmagazine and 
Nursing World, all of New York; 
The Beverage Analyst Group 
Denver; Food Service, Madison, 
Wis.; the Mariner, Washington, 
and Offshore, Conroe, Tex. 


ARB Opens New Quarters 

American Research Bureau has 
opened new and larger headquar- 
ters for its expanded advertiser 
service department at 341 Madi- 
son Ave., New York. 


“After 53 years of experience, we think we know 
the value of advertising. The wide coverage of the 
Roanoke Times and World-News helps both whole- 
salers and retailers reach more customers. We're 
always glad to recommend a schedule in these 
newspapers to our principals."’ 

The Roanoke newspapers dominate the entire 
16-county Roanoke market area. No other news- 


says Mr. W. L. Murden, Owner 
Horton and Snyder, 
Manufacturers’ Agents 


. 


Ducker Replaces 
Davis in Lineup 
of Dolan Agency 


Lonpon, Jan. 22—Dolan Davis 
Whitcombe & Stewart, London 
agency founded four years ago by 
Patrick Dolan (AA, Nov. 26, ’56), 
has become Dolan Ducker Whit- 
combe & Stewart with the addition 
of Cyrus Ducker as a new partner 
and managing director. 

Mr. Ducker formerly was a di- 
rector of London Press Exchange, 
one of the largest and oldest agen- 
cies in Britain. He resigned last 
July with the intention of starting 
his own agency. 

Mr. Dolan, who has been manag- 
ing director, now becomes chair- 
man of the agency. He came to 
London in 1946 to open Foote, Cone 
& Belding’s first overseas office. 
Reginald Davis, whose name is be- 
ing dropped, continues as a direc- 
tor. He has been on sick leave for 
the past two and one-half years. e 


Advertising Age, January 28, 1957 


Newspaper Advertising Linage 
November, 1956 
Media Records Reports for 52 Cities 


Nov. 
1956 


Nov. 
Classification 1955 
(Dept. Stores) 
38,509,600 38,513,897 
Automotive 16,424,170 20,044,820 
Financial 3,329,727 3,439,584 
Total Display 207,525,272 209,948,742 
Classified 54,468,893 58,567,103 
Total 261,994,165 268,515,845 
*Includes department stores 


Per Cent 
Change 
Retail (total)* ....149,261,775 147,950,441 + 0.9 1,410,199,927 1,381,825,938 
57,326,107 58,305,143 — 1.7 


—18.1 


Per Cent 
Change 
+ 21 


January-November 
1956 1955 


520,192,272 518,213,363 
0.0 380,954,747 349,072,171 
161,196,768 178,465,507 
3.2 41,075,562 37,172,464 
1.2 1,993,427,004 1,946,536,080 
7.0 674,273,299 654,316,945 
2.4 2,667,700,303 2,600,853,025 


‘Japan Times’ to Powers | 

Joshua B. Powers Inc., New| 
York, has been appointed exclusive 
representative in North America 
for the Japan Times, leading 
English-language daily in Japan. 
Powers also has announced that 
effective March 31, 1957, it will 
no longer act as representative for 
the Daily Service and Irohin Yoru- 
ba, both in Lagos, Nigeria, and the 


Nigerian Tribune, Ibadan, Nigeria. 


Badger & Flanagan Opens 

John M. Badger and John C. 
Flanagan, formerly with Woman’s 
Home Companion and Collier’s, 
respectively, have taken space at 
35 E. Wacker Dr., Chicago, for 
their newly formed publishers’ 
representative company (AA, Jan. 
14). . 


SAC SAGAN AAA [INN tates eens 
VMAs 


5 4 % average in-home rating 


increase for local 


programming on 


JOHN BLAIR & COMPANY stations 


papers have significant 
coverage in this key market of 
western Virginia. 


Write for details to: 
SAWYER, FERGUSON, WALKER COMPANY 
National Representatives 


THE VISUAL ABOVE is one of a series comprising “Spot Radio 
—1957”; a concise 20-minute slide presentation marshaling basic 
media facts around which outstandingly successful sales-strategy 
has been planned. This study has already aroused the enthusiasm 
of key marketing men in America’s advertising centers. If the 
executives who shape your advertising plans have not yet seen it, 
ask your Blair man to arrange for a showing soon. 


THE ROANOKE TIMES 
THE ROANOKE WORLD-NEWS 
ss ROANOKE, VIRGINIA 
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25% of Coca-Cola's ‘57 Ad Spending 
Will Go to Point of Sale, Says Coste 


Coke Marketing Head 
Reports Retailers Like 
Tie-in Displays Best 


New York, Jan. 22—The Coca- 
Cola Co. will spend roughly one 
out of every four of its total ad- 
vertising dollars on point of pur- 
chase material in 1957, according 
to Felix W. Coste, vp and director 
of marketing. 

Last month, in its “Profiles of 
the 100 Largest National Adver- 
tisers,” ADVERTISING AGE said that 
Coca-Cola spent close to $26,000,- 
000 for all phases of advertising in 
1955 (AA, Dec. 24). AA estimated 
Coca-Cola spent about $11,340,000 
in measured media in 1955 and 
about $14,659,000 in unmeasured. 

Mr. Coste, who addressed a joint 


in 1957.” 


product in the world.’” 


than it is today. 


meeting today of the Sales Execu- 
tives Club and the Point-of- 
Purchase Advertising Institute, de- 
clined to give his company’s 1957 
advertising budget plans, but he 
added, “The bottlers of Coca-Cola, 
who as you probably know, con- 
duct independently owned and in- 
dependently operated businesses— 
will spend an equivalent amount 


“This,” he added, “does not in- 
clude the overseas expenditures— 
which, by all counts, continue to 
make Coca-Cola ‘the most widely 
advertised single trademarked 


Mr. Coste indicated that “in the 
earlier years of our business” the 
ratio of point of sale to the over-all 
advertising budget was greater 


DEAR & DEER—On 
the theory that 
farmers are also 
interested in a 
pretty girl, J. C. 
Ehrlich Co., 
Reading, Pa., is 
using glamor girl 
poses to publicize 
its new Magic 
Circle deer repel- 
lent. Ads will run 
in newspapers 
and farm publi- 
cations. M. W. 
Hartung & Asso- 
ciates, New Hol- 
land, Pa., is the 
agency. 


“This does not indicate less faith ,means of communicating with the 
in the point of purchase medium,” | buying public. It is simply the ob- 
he explained, “but emphasizes that| vious matter of not expecting any 
balance which is necessary for to-|one medium to do the whole ad- 
day’s advertiser among so many | vertising job—or, rather, of getting 


new gaine in eelling-power 


and these major-market stations have led 
in developing today’s effective programming 


Forty stations in major markets are repre- 
sented by John Blair & Company—by far the 
strongest group of markets and stations served 
by one representative. 

In a real sense, we work in partnership with 
these stations, functioning as an integral part 
of the station-organization in all matters affect- 
ing successful planning and sales. 

Through the years, we have shared in their 
probleims, and their progress—and they in ours. 
_ These stations have a very vital point in 
common—they are registering audience gains. 
As the chart at left shows, listening to local 
daytime programs on Blair-represented sta- 
tions has gained materially since 1952. The 
average gain is 59 percent! 

The advent of television brought a revolu- 
tion in radio. No longer do major stations 


depend solely on network features to build 
audience and sales-influence. Today, successful 
stations are intensely local in character—con- 
centrating on local interests, local problems, 
local tastes. 

Representing strong stations in every sec- 
tion, Blair has wide opportunity to study the 
effectiveness of varied program-techniques in 
building audience for the station and sales for 
the advertiser. In recent years, Blair stations 
have led in the development of local-interest 
programming — until today, in market after 
market, the Blair station stands first in audience, 
first in advertising accounts, first in sales-results. 

Ask your Blair man for the facts on any 
markets in which you are interested—and get 
full benefit of Spot Radio’s strength in reaching 
your 1957 sales-goals. 


BLAIR 


& COMPANY 


New York. .....+++2+++ WABC 
Chicago....sseeseeeeeee WLS 
Philadelphia............ WIL 
Det. ccccccccccccce Wate 


San Francisco...........KGO 
Pittsburgh........... WWSW 
Washington..........WWDC 


Boltimore...........+.+WFBR 
Dollos-Ft. Worth.....KLIF-KFJZ 


OFFICES : 


fe) lh JOHN BLAIR & COMPANY 


NEW YORK + CHICAGO «+ BOSTON . DETROIT . 
ATLANTA s+ DALLAS 


ST. LOUIS 


+ LOS ANGELES . SAN FRANCISCO «+ SEATTLE 


Exclusive National Representatives for 


Minneapolis-St. Paul... WOGY 
Providence............WPRO 
Seattle............+.+..KING 


Houston. .......+++++++KTRH 
Cincinnati............WCPO 
Konsas City............WHB 
Miami. ...........++.WQAM 
New Orleons..........WDSU 
Portland, Ore...........KGW 
Lovisville........++++.WKLO 


Indionapolis............WIBC 


Birmingham............WAPI 
VOMPOs isc cccccccscccs WA 
Albany-Schenectady- 

WO cccccccseseces WIRY 
Memphis..............WMC 
8 


Omaha.............. WOW 
Jacksonville............WJAX 
Knoxville.............WNOX 


Wheeling............WWVA 


Nashville. ........+++++WSM 
Binghomton..........+. WNBF 
WIM. cccccccccccccecnewe 
i ST TTTiTtrTTy. 
Orlando.........++...WDBO 
Savannah............++.WSAV 
Wichita Falls- 
Amarillo.......KWT-KLYN 
Bismarck. ...+sseeee00eKPYR 
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the most out of each medium and 
the proper balance in the advertis- 
ing program.” 

Mr. Coste said Coca-Cola has set 
up a program for field testing all 
point of purchase material “before 
it is put in the works.” He said 
Coke’s experience has been that 
“the retailer is more susceptible to 
material that provides a service 
over and above selling our product 
alone. In other words, he is more 
interested in campaigns that sell 
related food items as well as Coca- 
Cola.” 

He said about 15,000 salesmen 
represent Coca-Cola and that these 
men call on some 2,000,000 retail 
outlets in the U.S. . 


New Drive Is Set 
for French Tourism 


New York, Jan. 22—France, 
which attracts more American 
tourists than any other European 
country, will make few changes in 
its 1957 advertising program. 

The schedule will continue to be 
concentrated in color pages in se- 
lected magazines. 

Norman Reader, public informa- 
tion director of the French govern- 
ment tourist office here, announced 
last week that magazines “such as 
Holiday, House Beautiful, The 
|New Yorker and Time” will be 
used. 

The slogan, “If you love life, 
you'll love France,” will continue 
to be the basic theme. 

One change will be the use of 
rebus-like ads; copy will be inter- 
spersed with pictures. The pictures 
will not “spell” words; they sim- 
ply will break up the copy. 

“Dominant photographic illus- 
trations” of French scenes will 
again be used. 

The 1957 campaign will also 
highlight the celebration of the 
200th birthday of Lafayette. 


s The radio program, “To France 
—with music,” which the tourist 
office co-sponsors with Air France, 
will continue to be heard in 13 ma- 
jor passport-issuing cities. 

Benton & Bowles is the agency. e 


Case Goes to San Francisco 

Thomas S. Case has been named 
copy chief of the San Francisco of- 
fice of Fuller & Smith & Ross. He 
has been account executive and 
copywriter in the agency’s Cleve- 
land office for ten years. 


i 
| 
| 

In the independent Northeastern _ 

Wisconsin Market goods and 

services move to 200,000 people 


through a single medium reaching 
over 39,000. homes every day! ) 


Full color available 


GREEN BAY | 


PRESS-GAZETTE 


GREEN BAY, WISCONSIN 


Phil A. McClosky, Moniager, General Advertising 
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ace PROBLEM SLOWING YOUR PACE 2 


3 =) mu 
r 


If the lack of modern, well-planned quarters is slowing 
you down . . . hampering your service . . . retarding 
your growth . . . it’s time to see what adequate up-to- 
date air-conditioned offices can do for your produc- 
tivity, proficiency and profits. 


So when your agency is out of step with progress, office 
space-wise, come to the organization that is a leader in 
the office renting field in New York . . . that has all 
available space in the right areas at its fingertips . . . 
that, through years of experience, knows advertising 
agency requirements. 


Write, phone or wire for more information to: 


USHMAN& 
CO ELD! 


281 Madison Ave., New York 17, N. Y., MU 6-4200 


William N. Huse 
Dies at 45: Was 
Bon Ami Sales VP 


New York, Jan. 22—William N. 
Huse, 45, vp in charge of sales 
and marketing of the Bon Ami 
Co., died Jan. 16 after an illness 
of seven months at Greenwich 
Hospital, Greenwich, Conn. 

Mr. Huse was graduated from 
Dartmouth University in 1932 and 
started his business career with 
Procter & Gamble Co., where he 
became a brand manager. Later 
he joined Albers Milling Co., Los 
Angeles, as ad manager. In 1954 he 
became a vp of Dancer-Fitzgerald- 
Sample, New York. He was made 
vp of sales and marketing of Bon 
Ami Jan. 1, 1956. 

Prior to being taken ill last year, 
Mr. Huse, with Kenneth Beirn, 
president of Ruthrauff & Ryan, 
Bon Ami’s agency, completed the 
introductory plans and campaign 
for the new Jet Spray Bon Ami 
(see story on Page 2). 


“YELLOW PAGES TRADE MARK SERVICE IS THE VITAL 
LINK THAT MAKES OUR NATIONAL ADS PAY OFF” 


“The weakest link in the selling chain, and the place where 
most advertising dollars are wasted is the failure to put 
the consumer in direct touch with the retailer.” 

That’s the common sense opinion of A.W. Doolittle, ad- 
vertising manager of the A.H. Pond Company, Syracuse, 
N. Y., producers of Keepsake Diamond Rings. 

“Our advertising can build the desire to buy, but the 


OVER 1,900 Keepsake Diamond Rin 
dealers appear under the 
listings in over 1500 markets. 
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— says Keepsake ad manager 


TRADE MARK SERVICE helped put 
a treasured Keepsake engagement ring 
on this happy girl’s finger. 


Find Your 
Keepsake 
Dealer In The 

Yellow Pages 


sale is going to stop right there if we fail to direct poten- 
tial customers to the right store. That’s why we identify 
Keepsake dealers through trade-mark headings and trade- 
name listings in the Yellow Pages of telephone directories. 
Most important, every Keepsake national ad carries the 
Yellow Pages emblem. So all readers need do is look in 
the Yellow Pages to locate their nearest Keepsake dealer.” 


THIS YELLOW PAGES EMBLEM 
in Keepsake’s advertising directs read- 
ers to authorized Keepsake dealers. 


Advertising Age, January 28, 1957 


THOMAS D. CONNOLLY 

New York, Jan. 22—Thomas D. 
Connolly, 58, manager of program 
sales for Columbia Broadcasting 
System television network, died 
Jan. 15 of a heart attack in a 
parking lot at White Plains, N. Y. 

Born in Boston, he was gradu- 
ated from Harvard in 1919. After 
teaching English at Milford, Conn., 
he joined the advertising depart- 
ment of the John Wanamaker de- 
partment store here in 1922. He 
became the store’s advertising 
manager, and in 1934 was pro- 
moted to sales promotion and pub- 
licity manager. 

In 1936 Mr. Connolly joined 
Abraham & Straus, Brooklyn de- 
partment store, as advertising 
manager, and in 1939 joined CBS. 
He became director of program 
promotion in 1940, and was made 
assistant manager of program sales 
for the network in 1948. 

Later he became manager of 
radio program sales and director 
of radio program promotion. He 
was named manager of tv pro- 
gram sales in 1950. 


LESLIE C. 

KANKAKEE, ILL., Jan. 22—Leslie 
C. Small, 70, widely known Illinois 
publisher and former state official, 
died in his home here Jan. 11 after 
an illness of several months. 

A son of former Illinois Gov. 
Len Small, he was editor and pub- 
lisher of the Kankakee Daily Jour- 
nal, and publisher of the Republi- 
can-Times, Ottawa, Ill. He also was 
president of the Kankakee Daily 
Journal Co., which operates the 
Journal, and WKAN, Kankakee 
radio station, as well as president 
of the Ottawa Publishing Co., pub- 
lisher of the Republican-Times. 


EARL E. HUMPHREY 

CLEVELAND, Jan. 22—Earl E. 
Humphrey, co-founder and presi- 
dent of Baker & Baker & Associ- 
ates, collapsed and died at his desk 
in the agency. 

Mr. Humphrey, in advertising 
for half a century, formed the in- 
dustrial agency in 1933, along with 
Horace R. Baker, who died four 
years ago. Born in Danville, Il., 
Mr. Humphrey began his adver- 
tising career with Butler Bros. in 
St. Louis. He managed advertising 
for Richardson Dry Goods Co., St. 
Joseph, Mo., and for Miller Rub- 
ber Co., Akron, before going into 
business here. 


WILLIAM T. TOOKER 

MALverne, N. Y., Jan. 22—Wil- 
liam T. Tooker, 66, editor and pub- 
lisher of the Queens Evening News, 
died Jan. 11 at his home here. 

Mr. Tooker bought the newspa- 
per last October after the death of 
Eugene E. Early, then publisher 
and founder of the paper. Mr. 
Tooker had been associated with 
it since its beginning in 1913. He 
was advertising manager and later 
general manager. 

The paper was founded as a 
weekly and later converted into a 
daily. Before joining the paper Mr. 
Tooker had been associated with 
several New York papers. 


LOUIS GREEN 

PHILADELPHIA, Jan. 22—Louis 
Green, 63, newspaper advertising 
representative for the past 40 
years, died here Jan. 16. 

Mr. Green was on the sales staff 
of the New York Journal American 
and the New York Graphic before 
going to the old Philadelphia Rec- 
ord, where he worked for 17 
years. For the past few years he 
was with the Trentonian, Tren- 
ton, N.J. 


GEORGE GERBER 

Cuicaco, Jan. 22—George Ger- 
ber, 57, manager of the local office 
of P. F. Collier & Son Corp., book 
publishing subsidiary of Crowell- 
Collier Publishing Co., died Jan. 
20 in Swedish Covenant Hospital. 
He was a resident of suburban 
Evanston. 


—— 
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In 1956, more advertising dollars were invested in LIVING than 
in any previous year! The March 1957 issue of LIVING will carry 


more advertising pages and will show the highest advertising rev- 


enue of any March issue in our history. 


Business is good with LIVING...because LIVING 
means good business for advertisers eager to sell 
their best prospects ... young homemakers who 
are buying TODAY! 


LIVING is selling a greater concentration of young homemakers 


than ever before! In the last 6 months of 1956, LIVING's average 


circulation hit another new peak . . .628,000! Both newsstand sales 
and subscriptions reached new highs! Through newly developed 
and highly selective circulation methods, LIVING assures adver- 
tisers of a concentrated market of young homemakers who are in 


the most important years of their lives . . . the BUYING years! 


It is significant that LIVING has registered 


circulation gains every year since its first issue! 


A Street & Smith Publication 
575 Madison Avenue, New York 22, N. Y. 
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The most important new factor in 


the sale of products today is 


... And the enthusiastic leaders of this 
more-time-and-money way of life are 
Holiday’s 875,000 families. With an average 
income of $15,386, they go more, 

do more, buy more than any other group 
—and look to Holiday for sprightly 

new ideas. If your product 


gives people more leisure or 


pleasure, it belongs in Holiday. 
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“Every man is like the company he is wont to keep.” 
—EURIPIDES 


_..as true today as when it was written 2400 years ago 


Among a most impressive listing of our customers you will find 
five advertising agencies whose respective 1956 billings 


exceeded 20 million dollars. Their preference speaks for itself. 


Hutchings & Melville, Inc. 
Distinguished Photoengraving 


4043 N. Ravenswood Ave., Chicago 13 EAstgate 7-9220 


4 color press equipment — Precision color negatives on the Klimsch 


Advertising Age, January 28, 1957 


Radio Stations Do the Time-Buying in 
Ad Agency's ‘Headache Reduction’ Plan 


Denver, Jan. 22—A time buying 
scheme developed by a Denver 
advertising agency is being lauded 
in the radio industry as an answer 
to station prayers for simplified 
spot placement. 

James S. Holme, partner and 
account executive of Rippey, Hen- 
derson, Bucknum & Co., origina- 
ted the agency’s “Time-Money- 
Headache Reduction Plan” a cou- 
ple of years ago to meet a spe- 
cific problem: A client, Mountain 
States Telephone & Telegraph Co., 
wanted to place spots on a lineup 
of 150-200 stations spread over 
seven very large states. 

Mr. Holme considered that, 
without knowledge of the listen- 


ing habits for each of the stations, | 


selecting time from among their 
availabilities was primarily guess- 
work. Furthermore, there was the 
problem of heavy agency competi- 


* FIRST IN CIRCULATION 
456,768 


(Daily circulation, Publisher's 
Statement 9-30-56, as filed with the 
Audit Bureau of Circulations) 


The Detroit Free Press 


Represented by Story, Brooks and Finley, Hal Winter Company, & Kent Hanson Associates 


tion for “prime” availabilities: Mr. 
Holme felt that a great deal of 
lost time and efficiency resulted 
from prolonged correspondence 
and haggling over desired spots. 


® So he turned the job of spot 
selecting over to the stations. The 
Rippey, Henderson plan works this 
way: 

The commercial manager of 
each station is sent a letter which 
names the client, briefly outlines 
the campaign, the length and type 
of spots being prepared for it, and 
the number of spots being ordered 
on the station. 

From there on it is the station’s 
baby. It is asked to pick the best 
spots available, hold them for the 
agency—and consider them a firm 
schedule “in the absence of con- 
trary instructions.” It enters the 
schedule in duplicate on an agen- 
cy form, including adjacent pro- 
grams and estimated cost. It keeps 
one copy, sends the other to the 
agency; if not under contract al- 
ready it will attach a contract for 
the agency to fill and return. 


= In that comparatively simple 
fashion, the campaign is placed. 
Moreover, the station has some 
latitude in helping to place it. Last 
fall’s telephone company cam- 
paign, it was stated, would con- 
sist of transcriptions promoting 
the sale of extension telephones 
and furnished in both chain-break 
and one-minute lengths. The sta- 
tion was asked to pick seven spots 
a week over a 744-week period. 

“At least half of the schedule 

. should provide for the one- 

minute spots,” wrote Rippey, Hen- 
derson. “The other half may be 
chain-breaks—if they will give 
our client more desirable adja- 
cencies.” 

In addition, the agency listed a 
few “if possible” adjacency pref- 
erences. The station, incidentally, 
was instructed to fill in the whole 
schedule, but was asked to re- 
serve the times proposed for one 
week only. 

The agency carefully examines 
the proposed schedule to see that 
its standards are adhered to, but 
in nine cases out of ten the sta- 
tion selection is the one used, Mr. 
Holme said. His feeling was that 
he actually gets better time by 
entrusting the radio stations with 
the selection—and gains good will 
by saving their time as well as 
his own. * 


Restaurant Assn. Plans 
‘Search for Ideas’ Contest 

The Canadian Restaurant Assn., 
in conjunction with Standard 
Brands Ltd., plans a trade paper 
campaign to arouse interest in a 
new “search for ideas” competi- 
tion. The 1957 question is, “What 
do you think is the best way to 
keep restaurant employes satisfied 
in their work?” Prizes range from 
a grand prize of $1,000 to 20 merit 
awards of $25 each. 

The contest is not confined to 
members of the association. The 
best of the ideas are listed in a 
booklet by Standard Brands for 
general distribution to the trade. 


3M’s Will Introduce 
Thermo-Fax in Canada 

Minnesota Mining & Mfg. Co. is 
planning an advertising campaign 
to introduce its Thermo-Fax copy- 
ing machine in Canada. Details of 
the campaign have not been re- 
leased. 

This is the first time Thermo- 
Fax has been placed on sale in 
Canada and the first time in its 
history that 3M’s has opened sales 
and service stores in Canada. The 
new Canadian division will oper- 
ate with its own separate manage- 
ment and staff to direct sales of 
the machine. Cockfield, Brown & 
Co. is the agency. 
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WHAT DOES 


HENRY JONES “READ” 


AS HE DRIVES 
TO WORK? 


As Henry Jones rides to work he “reads’’ the 
sights he knows so well. The familiar places 
and friendly scenes are an ideal setting for the 
dramatic posters that command his attention. 


By their very location—along streets and high- 
ways—painted bulletins and posters are stra- 
tegically placed in an “editorial” framework; 
provided by nature and man. They register on 
the mind dramatically... are free of distractions. 


Thus they deliver their selling messages with 
massive impact ...to the widest possible audience. 
4 out of 5 people every month remember seeing 
specific OUTDOOR advertisements.* In mar- 
kets tested, more than 90% of people pass 


*From Starch Continuing Study of Outdoor Advertising. 


OUTDOOR ADVERTISING 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


40 EAST 42ND STREET, NEW YORK 17, N. Y. + ATLANTA + BOSTON + CHICAGO + DALLAS + DETROIT + HOUSTON + LOS ANGELES + PHILADELPHIA + ST. LOUIS + SAN FRANCISCO + SEATTLE 


current posters, an average of 21 times per 
month. Here is conclusive proof that this basic 
medium brings your advertising message to a 
major portion of America .. . close to the point 
of sale! 

Reach more people more often than you can 
with any other medium! That’s the power and 
the story of OUTDOOR! And you do it at 
lowest cost per 1000 of circulation. In circula- 
tion, impact and flexibility OUTDOOR is the 
perfect answer to your problem of reaching a 
mass audience quickly, efficiently, and eco- 
nomically ! 

Certainly you can see that in today’s fast-mov- 
ing, fast-changing world, OUTDOOR belongs 
in your plans more than ever. 


INCORPORATED 


Put your Advertising Outdoors and 
watch the customers go buy! 


Ceti «MMI a tol RN gaa gw Sales ae ee ee ead ene. OS ee ce teeter ee ee en Ss a ene ar 
ee i ae. ee ME i Roce comme DS 8 ge «eames OOS EN Te es a ee kr ere 
ae oe ee eee er ea oe ee 
ae alll is a i i a set ue re SSE ar See © ; s cs ; i ee ae . Fh ee oe ee . ; Sy eociaea X aoe ig 4 a3 : 
sn agg Ree eaten trad Ret ane 3 ie Spt : Pee Eat — ie amie 2's “y 7 Sah ‘ar es Bah .: 
a a + : ‘ . Oa 4 
ey rie 
. tn ot. . F ia 
& . ke oe 
iy ; aia a Sr we | 
‘oo ag : pe, tf L ~— iS cas € 
OTE Se Sl lO : % —s . 
“> isi. _ . - ~ ei 7 a Or eon ae Sed % ; . : 
« “ Wa jor — ‘ ? ‘i ae “ tee sk eo Tey eat ‘ eax” 
97 Pie: a 2 ee i nn i ea A Pt Pm, ; 4 ; 
_ =e _— —" “~,. _ ees 8s i 5 ae etd 
" “se / io ee 2 ih 5 ‘, ey ile! 
Ce ata pees ad 2" “~ . J “ ’ f “ Pi ech 
at ee, AO a ee SP pI. dae = s b : “ se “ pae ti 
a ‘ r a” in - - a 6 . " be a ae es 
i P - pant nee fois i tee Be gh ee —_ « i : cess 
7 os Ae Es pode “ ~~= “ a ie = 
= — , ie ‘ , ions | i bi a tay LOS 
ee. — \ - ae , = * mnie . : | a co 
es wage oo ee " cae - = deems i aie Dae 
sealed — ' ya J etence © 2+ e ny « 7 * = . ! Payette 
, Pa us x oh vee ’ So fe , & ; . er > =f 
— . ~ hb 2 gee at ae : aaare 4 < ee eee Oe ee, a f 
s ‘ ee a » ae eo Zz * 2 i le “* i ed hei oom ge re. mg Sy ‘ode, ee § 
ia o 4 me oe eee ee , . ae 4 : <x, ES Sara 2 uF oe ee bei Res 
r eae / "i — Wr a : on sl oe a | v ee 4g » = So tee 
- ny ‘eg - i y aS) : s Sc heat ns 9 ih - dose Sauatioan . 
ae 7 eee ed t — ef : 
ee Ce aa co. | ageneek i ' ~ —e 
" sn ae ane cae we ee $ ie Mrs. Se ie: ; 
te SRS. eT a? allie ap hee’ «tate et, nt ‘we 4 
7 aaa Oe ee 5 ae os ee ae we 
c ; a Se Fee es A = See ‘ E ee 7 
v, 
: j ay : ag 2 Vee 3 Bo oe Sie Rem art pee) ; ats. 8 
j Dr ea oo. Se ene ee , ert tm om eed 
: i ar a esa can > % ae 
"= gg es foe Se ae amet. oy aw ae 
4 cits =a ESS ame ee “ome 1 SF 
| ae Oe sre vows saa ; , Sn Ze oer 
_— a ian onan 2. oa ean. 
he an Ber ea fag en ee ’ wor : - voi 
| ae ye Se id -4 * rer 
— a ey ie ; : (ee, 
pate ‘Sees: Oe 2. Fe —_— > “ a : 
4 oe ae nie . Saentines 1 ay oe 
. oe oo aro ee ee 7 ae aie ee 
aa fs a ae ES (= esse. ne an it 
4 5 > Se ee : ‘i a. = * pre, gaat: 
x r ig _ is s R Se, come i . — s “’ ue - -igeele 
a Saal eae = f 4 ch RC. sy 
4 eae: ae nae — om r ‘ 
kc —— * ee , +=* ak ie Pe yy 
| saa: = 5 _ . bE. NR ra .& 2 4 pe: 
: ieee Cees § ee Sin : ; 
i ad BS ei An pa a A ae eh ree hy et et 1S or ee 
ay ek ae ee Be a? a ae A CCR NN a 
Epes eee he: ee oes ie < 2 
ik) ce wee eee ae wee. ee 3 : . ae ae Rs 
BG d rae ag ee ct sae Lees. eS hi ae Br : * nye ; oe 
; ecicg task ae ae : ae Jen Tere. aie ™ . ia dt et 7 
pep. ee ee ee a ee ; nes sti % 
: : 4 a Se Beh os 
at, 
a is + 
j 
bal 2 — 
4 ~ -ae ail . a —" 
} : ‘ eetteeee q ; - ee " -_s 
ae ae a a are . 7 & * ‘ : a 
. 2 at Be da er eos ‘ i —~ - _es “ : “an 
, mn Bes: a: F a t 4 Belay 
— pe Mean ae e™ 1 avon 29 . Se il : 4 4 a 
a a hee “ee : ie ae *j ba | a? [ee ake e omy, iat ‘i i y - 
4 Bien ee ee ee ee x a " me ae ‘ ; 
——— a lie vale & ie 
ihe ean yee ce » i Ce at ‘ ‘s oe eee A Cae rd ov 
. 2D Tate a m tos 3 i ee eee e ee 
_ Pe... Ni t ary firey : ‘ " re > : ae . S ipa 
es a 7. i =e we i 
— 1 “i \ | —— ‘fy on AE aes aon 
- ao: oa ) gsi? a 7 } y. ae camels 
woe “s : = , . 
Se Pgh 4 - 7 a : — i 
7 ov j im |). 2a 
ea : tie : wm Fuate 
Rais ee ? eS Pee salle ge a ray ’ . . iene a 
oe vm * i a Hig “n wath s be 4 
jes ed ar - 1 ieee mave: Mm — if ae ea. 
ao) oe es ae vil ea me Pay se tae ~ ; see 
x po< ree eS . ze he ag ip . eo 
“e4 aaieaes ee ee be ese ” Rag ge | 
: settlers. wig i. he * 7 ; ¥ % 7 a ecu - ore. _— an _ is sie 
es ae, wees le | ’ ; | a rica ee : be 5 ea Re . ae: — on bw 
a. Me. S aT *S : 2 Fe i ; Pe ence a ey 
: “pe = ea . . Se it eh ates * a gee F Ee bee ck vi ae 
sae ;Y he aes ree as \ 7 . : . ger ceh al ae 
= ee Kz Zz * 
a a aa ; ‘ - x a 
: poi am . , ee. 
‘ 1 aia 
Ye 4 
ee | 
ag a 
ot ; 
Se 
) Pi! 
, , “oa OP f <i eed 
k be ah eal , a 
ri! : 
; 3 ‘ 
=" , 
tt ; 4 i 
“ i “Pe _ nS ‘ 
an ree he % ‘ a a ria ‘ 
Be ea 
ce 
: iy 
| re 
Rit 
H ; 
| 
ss OO OOOO—eeeeeeeeeee—“ eC 
. 
“re ee iS 
SW pln MIS et ORES CEP et aiahe = * ae % ‘ ' ee ‘goa Ee ee a>. as es gamed 4 i ig Oa at eo aa ae ee ee i ee oe Pee r Bo a SE ag ; = i 
. “oe lace os “a = eee 7 J me is Pees Pye he ee ane re i eo ae 5 ee oo ae Sees ae ener: een ee! Seda 5 ae Da WE tins orig ee aie | pe eS ain 4 : 
Re oe ae canta: wii ae en ae ee ee Cee < ae eee ieee ae sae SR OR. ake ig a es eat a a ne ss 
Be mh ee S Neco i Wi ~ ens ee, SM MED = Sa eee 5 Say eee! A Se ee eer he oe Mes: eee eels edie oS Os ere "OR, Ae ee ee eee pares eS : 
Pie fo oS glee Sask ure , ‘ a ee te Ro dae ont Toe Gea § ie eee: e AB Cae eer a ae eo eee ee ‘ , Sl Ris WAS RL et aie an ; ae ; 7 ee ee 7 
i cencetatews ities ee, a eget eee Nee ae We ior i tien era, Bre fe he RRS eda ae 6 = oe =: Pea Oe ae ae oer > ere es. a Nae oe“ ied 2 ce ha AA 
— tla “A ef of a nh ' Sat ye a eg eee Sa et Sig 3 ee tapes ta ek a = mee: a eee Nee ee gee ty ge aie or eee ie ogo ee et) oe ee <A as Sl ae OS ee 
eae Ie Rn eee ea ee ee 
FN eee en : = ’ oS ee ae Flas Niities ie) = Ey ee : ihe: ae a ar . 3; ate é i sash al am 
Rosine ae *€ a ie oo a ey 7 a ies om ag ae é si t ‘ 


bulk of all industry sales. 


OFFICE APPLIANCES | 
oes 600 W. Jackson Blvd., Chicago 6 


ila York 17, "100. E. 42nd St. © bes Angeles 64, 2633 Military Ave. 


The lines that the dealer stocks, the brand indoctrination of his 
sales people, the brands featured in his advertising, the brands 
selected for display — these are the ways brand sales are de- 
termined by 12,000 dealers who sell commercial stationery, ee 
office furniture, machines and supplies. Paes 


OFFICE APPLIANCES alone delivers the most thorough and 
comprehensive coverage of these dealers who account for the 


OA and the OA Buyers Index sell office 
products for over 500 leading manufac- 
turers. They can do the job for you tool 


SOLUBIL “ng 


a ond VEGETABLES 


Advertising Age, January 28, 1957 


< 
ys OLUBLE 


HY-GRO 


PLANT FOOD 


For LAWNS, 
FLOWERS and VEGETABLES 


SCENIC—Each Hy-Gro package here has what appears to be a com- 
plete garden landscape printed on its front and back. But, when 
two packages are placed side by side, they form one continuous 
full-color scene. Applestein, Levinstein & Golnick, Baltimore, is 
the agency for Hy-Gro, a product vf McCormick & Co. 


*This one is quite a bell. Weighs 48 tons, 
stands 13% feet high, and was cast in 
752 A.D. Photographer Roberts is hauling 
on arope which swings a log that whams 
against the bell. Result is a bonng of 

far-reaching resonance. 


like to wimg the Lell "> 


If you have the yen, you can ring this bell. Ten 
yen, to be exact — nominal price for the privilege, 
charged visitors to Nigatsu-Do Temple at Nara, 
Japan’s ancient capital. About to avail himself of 
the opportunity is National Geographic photo- 
grapher J. Baylor Roberts, a man whose multiple 
assignments have already taken him around this 
planet four times. 


Recording the world’s wonders in pictures and 
words for National Geographic readers is the 
full-time occupation of over two dozen such 
peripatetic staff members. For them, this earth 
has no ends. Antarctica to Zurich .. . Zion Na- 
tional Park to Addis Ababa — their curiosity 
probes anything and everything likely to ring the 
bell with more than 2,000,000 well-educated 
families who find renewed fascination in each 
month’s issue of their favorite magazine. From 
this vigorous questing stems the dynamic edi- 
torial appeal of The National Geographic — an 
unmatched panorama of interesting places and 
of people who make them even more interesting. 


Small wonder today’s median readership is 13 
years, attesting a loyalty rare (if not unmatched) 
among magazines. And it’s a loyalty extended 
most profitably to advertisers who address this 
high-income, buying-minded audience. You ring 
the bell with them resoundingly —and at nominal 
cost — through The National Geographic. 


TIONAL GEOGRAPHIC MAGAZINE 


WASHINGTON 6, D. C. 


Resistance Might 


Stem Price Boosts 


on Newsprint: Foley 


VANCOUVER, B.C., Jan. 22—M. J. 
Foley, president of the Powell 
River Co., said last week there 
won’t necessarily be a general in- 
crease in the price of newsprint, 
despite an announcement by four 
eastern manufacturers that they 
are boosting their prices $4 a ton. 

Mr. Foley said two factors could 
prevent a general increase—pres- 
sure by the U.S. government and 
newspaper publishers, or action by 
some of the big producers who 
have not yet declared themselves. 

Four paper makers—Abitibi, 
Consolidated Paper, St. Lawrence, 
and Bowater—have announced 
price increases effective in March. 

“But the bellwether of the in- 
dustry, International Paper Co., 
hasn’t given any indication either 
way on a price increase,” Mr. Fo- 
ley said. 


s “Last time this happened, sev- 
eral producers raised their prices. 
Then International Paper an- 
nounced a reduction, and every- 
body had to back down to meet the 
competition.” 

Mr. Foley said he felt an outcry 
in the U.S. would be unjustified 
but might be effective. e 


Young Radiator Names Gill 

Young Radiator Co., Racine, 
Wis., has appointed Harry M. Gill 
advertising manager. Mr. Gill for- 
merly was advertising and market- 
ing services manager of Aiurtex 
Products, Fairfield, Il. 


Cormac Switches Account 
Cormac Industries, New York, 
maker of photocopying machines, 
has moved its advertising account 
from Byrde, Richard & Pound to 
Albert Frank-Guenther Law. 


WE SELL ADVERTISING 
FOR ALERT PUBLISHERS 


Lay 
Ovt West where | 
mere menpower is | 
needed, where ter- | 
ritories are lerger, 
we specialize in | 
solving publishers | 
problems of ad | 
soles and service. 
ll-stete coverage 


LOS ANGELES + 2550 Beverly Boulevard 
SAN FRANCISCO + 681 Market Street 
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T d G ds Convair Names Carson/Roberts| Lockheed Aircrait Integrates marketing administrative depart-|W. Stevens continues as corporate 
agge 00 Carson/Roberts/Inc., Los Ange-| Sales in Marketing Department ™ent and a new market develop~ | advertising manager. 

les, has been appointed consult- In an integration of all direct ment department. 

S ell Bette r ant to the commercial sales de-|sales and sales support functions; William R. Wilson, former pub- 


partment of Convair, San Diego,/in a single command, Lockheed lic relations manager, was named | 


4 I LAM ERI At Vv I E 
’ a division of General Dynamics | Aircraft Corp., Burbank, Cal., has | head of new market development, | 
Corp. The agency has been work-|named Leonard K. Schwartz di-| with responsibility for publicity, | >10 
Stores Re ort ing on introductory plans for the |rector of marketing for its Cali- |promotion, and commercial prod- 
: uct advertising. Policy responsi- 


Convair 880 for several months.|fornia division. Mr. Schwartz as- 
ss ; The 880 is said to be the only me- | sumes over-all management of |bilities for all advertising, pub- | GREATER CLEVELAND'S 
Tag Tie-ins with Ads dium range jet transport now in| three existing en eee licity and promotion in the divi-| NUMBER I STATION 

cose production, and also the world’s|mercial sales, military sales and |sions will remain with Bert W. Active” 
Help Ce stomers Ch ' | fastest commercial transport. parts and service—and a new | Holloway, corporate director. C. E. | SRS Batr-to MBS 
Rothchild Printing Finds 


New York, Jan. 23—Store mer- 
chandise bearing hang-tags has a 
definite sales pull over non-tagged 
merchandise. Sales are speeded up 
by the tags, which remind custom- 


ers that the product is advertised ‘ues -f) ni 5 
nationally. Better designed, more Che Ballas Mar: ee) News Tuesd: tis 1997 


colorful tags, providing more con- Art Goods, ‘ Kiectrical Household Typew: 
cise and useful information, are : = AE | O , er L-12 ay wd 
needed. Paris Ale Pine Til - W. st al ‘de luxe Char 

These are the highlights of a re- hte WPPair rm 20. and a! broiler Rot Bolux VACUUM 
cent survey on the use of tags as Pine scygolmaster’s Ob. | bar eekua , wor ania a mice 
a selling tool, conducted among 
merchandise managers and buyers 
by the Rothchild Printing Co. 

All the respondents asserted that 
informatively tagged merchandise  ¢ 
has a definite selling advantage a 5 oreo et van mx ning 
over the non-tagged. According to rAUTIF 
the survey, 65% of the merchan- 
disers estimated that tagged prod- 
ucts exert a 25% to 50% greater 
sales pull than the untagged. An- 
other 9% indicated their belief that 
tags pull 60% more; 12% estimated 
the advantage at various other TA6-4609 


levels from 10% to 75%. ecuay. eet . oie : ranges. | 
The questionnaire also asked — ~ Dealsr, | 
whether tags help make sales by ' ER Ki URS NTT were de 
reminding a customer that she saw at : . 

a certain product advertised in a eaten 


national magazine. To this 71% ees , FA , ‘ ; INES me 
said yes; 29% said no. 


Typewrit 


6 V« 
: ~ ae eee — BAR 

® The survey also asked respond- ogy “aie : , nO 7, A FRIGERATC eams } oo 
ents to specify the essential ingre- buna. , ; : : WK 
dients of a sales-producing tag. a m3 a? 
Over and over again the replies 
listed “simple copy,” “good, clear 
copy,” “useful copy” and the in- 
clusion of “basic contents” includ- h cotat ¢ 
ing fiber content or type of fiber. —— "a! 

A large number of the answers 
also indicated the importance of ; 
instructions on how to care a the ae RFORDS FAVY.DUF ~ 
articles. Many respondents felt the . . areer Re | Hes mac’ had eneri? 
average tag contains too many SPACE BUYERS: . OPEN 
“do’s” instead of informative ’ 
“don'ts.” 

Serpe ake a cue from 
tags should be kept small and at- 


tached firmly—and not in button 


holes. They also deplored the use . 
of too many tags, because, they a as u ers 
said, these only confuse the cus- * 


tomer and become tangled. 
On the subject of eye-appeal, the 


derlying feeling was that tags ’ *175 . ; 
eed be colertelTe. ove- IN’ agency man’s million-dollar placement, space buy of many individuals accounts 
catching, although some respond- however scientifically considered, is so largely for The News’ 1.25 million line class- 


ents recommended use of more P : P 
pastels or of “only two colors.” personally important as the out-of-pocket ified dominance. 


efrigerator, excelle 
CHT-SI17 


© Kienteatep of tntiads albeit space buy of John Q. Public. In your Dallas placements, take a cue from 


that tags are of definite help to J ’ . 
sahil pacicenes 0: wall Gi te Oe In Dallas, the man who wants a better job, Dallas’ classified buyers — and be assured of 


customer. It was pointed out that a quicker sale of his property, a better price  ° far greater response with your advertising 


tags are a “perfect source of train- : . 
ing,” and that & “good tag is a si- for his car, most often chooses The News. '" The Dallas Morning News! 
ent salesperson. 


Another respondent said, “Tags His selection is a reader’s opinion, and he Call our nearest representative for information on The News’ 
ease consumer self-selection; per- 


mit tie-in coordinate sales; aid backs his conviction by paying a few cents pss ren coverage of Dallas and the larger, richer North Texas 
inexperienced personnel.” ° . , market (which accounts for a third of Dallas’ retail volume) or send 

more for The News’ extra pull. This small your knottier problems to our qualified research department direct, 
Standard Oil Drops Candles addressed to the Advertising Director. 

Standard Oil Co. (Indiana), 
which for more than 60 years has 
manufactured and sold a line of 
candles for home and church use, 


has gone out of the candle busi- ONLY THE DALLAS NEWS , 

ess. s candl manufacturin 

tt, | «= OVERS THE ei lag Morning Rens 7 
been bought by Candle-Lite Inc., BIGGER DALLAS MARKET 


Cincinnati, which for _ several 


months has been making candles i" Member, Metro Sunday Comics Network 


* 


to Standard Oil specifications. . ' : Masel ee ee ee poe 
Standard Oil closed its candle fac- —— 

tory at Whiting, Ind., early in 
May, 1956. More than 150 varie- 
ties of candles, both molded and : : 
hand-dipped, were produced in| CRESMER & WOODWARD, INC., National Representatives * New York * Chicago * Detroit * Los Angeles + Atlanta » San Francisco 
the Whiting shops, from birthday 
candles to 27 lb. pinnacles. 
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SHORT CUT TO 
BUYING 
GOOD WILL! 


Greatest Audience in History 


How’d you like to stand on a 
stage and look out at 9,154 faces 
in an audience? With 9,154 paid 
admissions, WDIA’s Goodwill Re- 
vue drew the biggest crowd in 
the history of the Memphis Mu- 
nicipal Auditorium! WDIA has 
staged its Goodwill Revue for 
eight consecutive years, °49-’56 

.. and the '56 show attracted 
a greater attendance than the 
Harlem Globe-Trotters, Shrine 
Circus, Metropolitan Opera, Libe- 
race, or Holiday On Ice! 


WDIA did it without posters, 
billboards, or editorials! How? By 
WDIA’s personalized communi- 
cations system! Securing nation- 
ally famous Negro entertainers, 
gratis, the WDIA Staff donated 
its services, publicizing the Good- 
will Revue on the air. As a result, 
two days in advance, reserved 
seats were sold out. Two hours 
before curtain time, a crowd 
lined up for general admission 
tickets—by 8 o'clock, even stand- 
ing room was gone! 


Negro Children Benefit 


Proceeds went to Negro Chil- 
dren in Memphis. Most funds 
went to handica ones—to run 
WDIA_operated uses that con- 
vey them to Crippled Children’s 
School, daily. Some funds went to 
healthy ones—to buy uniforms 
and uipment for the WDIA 
Baseball League, first outfit of its 
kind in Memphis. 


Drawing Power of WDIA 


Now, what is the significance of 
this enormous drawing power of 
WDIA’s Goodwill Revue? It 
means, first of all, that Negro tots 
in braces will get to school—and 
Negro boys on the sandlots will 
have uniforms and bats. Next, it 
means, there is a vast Negro mar- 
ket in Memphis. Third, it assur- 
edly means, there is not another 
single medium reaching these 
folks with a fraction of the cover- 
age of WDIA—or its appeal. 


Income And Acceptance 


Memphis has one of the heavi- 
est concentrations of Negro popu- 
lation in the U.S. .. . Memphians 
have the highest income, relative 
to white income, per capita, of any 
Negroes in the nation. They buy 
over half the shortening, flour, 
blankets, laxatives, deodorants, 
and hosiery, sold here .. . and 
these Negro consumers are 
reached through one medium only 
—WDIA—50,000 watts! 


Write on your letterhead for 
convincing facts and figures, 
which apply to your business. 
Request, too, your bound copy of, 
“The Story Of WDIA!”—the au- 
thentic history of WDIA’s fantas- 
tic drawing power! 

WDIA is represented nationally 
by John E. Pearson Company. 


I , Prendeat 


Seatile Retailer 
Hits ‘Messy’ Co-op 
Ad Allowances 


(Continued from Page 3) 

Another phase of co-op adver- 
tising also bothers Mr. Howard, 
he indicated. “I’m a little shocked 
at how much manpower in our 
office goes into co-op advertising, 
and not just in preparing ads or 
the nuts and bolts of filing claims, 
obtaining affidavits, rounding up 
tear sheets and heaps of book- 
keeping,” he said. “We found that 
80% of the correspondence in our 
office is on co-op advertising. 
Letter after letter is written over 
old disputed claims.” 

But, because of competition, he 
acknowledged, retailers can’t sim- 
ply discontinue co-op: “We’ve got 
a bull by the tail and can’t let go. 
So let’s try to make the best of it. 
And there are some things we 
can do.” 

First among these, he empha- 
sized, is development by retailers 
of more concrete advertising cam- 
paigns that will really do a sell- 
ing job for the retailer as well as 
the manufacturer. Such programs, 
he continued, should be sold to 
cooperative advertisers in such a 
way that they can see clearly how 
they, as well as the retailer, may 
gain 


s Mr. Howard also stressed the 
importance of creating coopera- 
tive advertising standards among 
retailers. “Instead of accepting 
every trick arrangement from ev- 
ery manufacturer, ... why not 
have our own agreements and let 
the manufacturer follow them?” 
he suggested. 

“Each agreement can be 
changed as to percentage of the 
ad paid,” he explained. “Rates 
should be plainly stated, and the 


manufacturer can make a choice 
of newspapers. The manufacturer 
can allot us money or space or 
whatever he likes—but ask him 
to worry about the bookkeeping 
if the agreement is a percentage 
of purchase.” 

The third point that retailers 
eventually should work on, Mr. 
Howard continued, is an agree- 
ment with manufacturers about 
co-op advertising. “There’s no 
reason manufacturers have to dif- 
fer so in their methods of allotting 
and administering their co-op ad 
funds. Surely some standards can 
be adopted—standards on what 
local newspaper rates are accept- 
able, standards on the use of 
brand names, standards for forms 
of payment,” he said. 

“Even if manufacturers as a 
group won’t simplify, isn’t it pos- 
sible to get [several segments of 
industry] to agree among them- 
selves? Certainly they don’t have 
to have identical allowance per- 
centages. And if a manufacturer 
wants to allow 7% of purchase in- 
stead of 5%, that’s no problem. 

“But for heaven’s sake,” Mr. 
Howard told the retailers, “let’s 
get rid of the shackles of these 
tiny unimportant details.” 


= The caliber of contemporary 
department store advertising came 
in for some treatment in a talk by 
Elizabeth Flannery, who just be- 
came advertising manager at Gim- 
bel’s, New York, after serving as 
pr director of Scruggs-Vander- 
voort-Barney, St. Louis depart- 
ment store. 

The advertising formula most 
department stores subscribe to, 
she said, has rendered “a real 
eighth wonder of the world: The 
most triumphant monster of me- 
diocrity of our time: The ‘effi- 
cient’ preponderant mass of retail 
advertising that tells little more 
than factory specifications, price, 
legalistics, the address, a silly 
headline and a phone number.” 

This has resulted, she said, 
largely from inadequate coopera- 


Current 
Rank 


Dragnet (Chesterfield, NBC) 


10 


1 Lowell Thomas (Delco Batteries, CBS) 


thoalet 


Helen Trent (M 


tholeat 


Young Dr. Mal 


(M 
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second week, CBS) 


Nielsen Radio 
Two Weeks Ending Dec. 22, 1956 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audiencet 


Program 


EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 
1 People Are Funny (Participating, NBC) 


Great Gildersleeve (Participating, NBC) 

Gunsmoke (Liggett & Myers, Sun., CBS) 

True Detective Mysteries (Participating, MBS) ...........00:sve-scesesnsrsneseeans 
Official Detective (Participating, MBS) 
News from NBC (Brown & Williamson, Wed., 8:55 p.m.) .........00c0c00 ie 
News from NBC (Brown & Wiliamson, Tues., 8:30 p.m.) o.oo 
Allan Jackson—News (Chevrolet, 8 p.m., CBS) 

Telephone Hour (Bell Telephone, NBC) 


EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 


2 News of the World (Miles Labs., NBC) 
3 Amos ‘n’ Andy Music Hall (Brown & Williamson, CBS) 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) 
1 Helen Trent (Ex-Lox, first half, Fri., CBS) 
d half, Tues. & Thurs., second week, CBS) 
Helen Trent (Carter, first half, Mon. & Wed., CBS) 
Our Gal Sunday (Mentholatum, second half, Fri., second week, CBS) 
Helen Trent (Toni, first half, Tues. & Thurs., CBS) 
Ma Perkins (Lipton, first half, first week, CBS) 
, second half, Wed., second week, CBS) 
Our Gal Sunday (Colgate, first half, CBS) 
Arthur Godfrey (Norwich, 11:15 a.m., Fri., 
Arthur Godfrey (Staley, 10:15 a.m., Thurs., first week; Wed., 


1467 


DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 

1 Woolworth Hour (F. W. Woolworth Co., CBS) 

2 Robert Trout—News (Chevrolet, 12, CBS) ..........:ccessersereneeenenensereennennes . 
3 Robert Trout—News (Chevrolet, 10, CBS) 


DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 
1 Allan Jackson—News (Chevrolet, 10, CBS) 
2 Robert Q. Lewis (L. Howe, CBS) ....... 


eerrrrerrererrrrrrtrrer et ry 


tion and a lack of mutual appre- 
ciation of talents as between “the 
copywriter (who rarely knows 
anything about buying as a pro- 
fession) and the buyer (who rare- 
ly knows anything about reading 
or writing as a device for attract- 
ing trade). 

“The result is,” she said, “that 
90% of our retail store ads today 
are written in a sort of murky, 
sullen state of armed truce be- 
tween the ad people and the buy- 
ing-and-selling people. Nobody 
suffers but the reading public... 
whose viewpoint is so enthusiasti- 
cally ignored and whose real taste 
and intelligence are flouted.” 

To solve this dilemma, Miss 
Flannery proposed that ad people 
spend some time in the buying- 
selling operation to learn more of 
its operations and troubles. And 
buying-selling people should 
spend time in ad departments, she 
said. 

Retail store managers are 
themselves often at fault, she con- 
tinued, for generally failing to 
recognize the power, force and art 
of advertising as they have seen 
the power, force and art of buying 
and selling. 


s One retailer’s own success story 
in newspaper advertising came 


| 
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Town, Des Moines. Mr. Johnson 
told the retailers that his store’s 
newspaper ads failed to show any 
particular results until the ads be- 
gan to stress the personal benefits 
that could come from the adver- 
tised products. 

Circus Town ads, he said, had 
tended toward gentle mood build- 
ing, with only vague suggestions 
about clothes and other merchan- 
dise and practically nothing about 
price or size. 

After consultations with an ad 
specialist, Mr. Johnson said, the 
store began to run ads that built 
images about the wearer or user 
of products, and they included, 
but did not stress, price and size 
ranges. Success of these ads, he 
noted, has spread the store’s fame 
throughout all counties of Iowa 
and into parts of neighboring 
states. 


s Meanwhile, James D. Gershman, 
New York vp of Harshe-Rotman, 
pr consultant, underscored pr con- 
cepts in recounting his experi- 
ences with pr at Macy’s, New 
York. 

While questioning the wisdom 
of planning pr expenditures on 
the basis of sales, Mr. Gershman 
said that “at least at Macy’s, 
Gimbel’s and Bamberger’s the pr 


from Owen Johnson, of Circus|cost is somewhere between 1%% 


ONE WILL DO! 


One station — WBNS Radio — drops sweet- 
spending Columbus and Central Ohio right 
in your lap. WBNS delivers the most listeners 
. .. twice as many as the next biggest station. 
The most and also the best. With 20 top Pulse- 
rated shows, WBNS puts push behind your 
sales program. To sell Central Ohio . . . buy 


WBNS Radio. 


CBS FOR CENTRAL OHIO 


Ask John Blair 


RAZ 


BERT FERCUSON, General Manager 


, 


HAROLD WALKER, Commercial Menage? | 


3 Gunsmoke (Liggett & Myers, CBS) ... 
*Number of homes reached is based on 47,615,000, the estimated September, 1956, 
total U.S. radio homes. 

tHomes reached during all or any part of the progrom, except for homes listening 
only one to five minutes. For a program of less than 10-minute duration, homes listen- 
ing one minute or more are included. 


COLUMBUS, OHIO 


The number one Pulse station 
covering 1,573,820 peopie with 
2 Billion Dollars to spend. 
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ROBERT J. EGGERT has been appointed 
marketing research manager, mar- 
keting staff, of Ford Motor Co., 
Dearborn, Mich. Mr. Eggert joined 
Ford in 1951 as consumer research 
manager. Later he was divisional 
program planning manager and 
marketing research manager. 


and 2%% of sales.” 

As to the results that should be 
expected from pr efforts, Mr. 
Gershman said they are hard to 
measure, because many effects of 
pr won’t show up in immediate 
dollar volume. 

“But figuring ideally,” he said, 
“two people working only on 
product promotion, with salaries 
totalling $12,000 and with budget 
availabilities of an additional 
$12,000—a_ total of $24,000— 
should be able to produce in 
measurable dollar volume from 
their activities close to $1,000,000. 

“No one, of course, works on 
only one category, and there are 
only a certain number of media 
available in a particular market. 
But at Macy’s—and again at 
Gimbel’s—we had the opportunity 
to test market this arithmetic. It 
was surprisingly accurate,” he 
added. 


® On a slightly broader scale of 
retail pr, George B. Bogart, vp of 
Calkins & Holden, Chicago, told 
the retailers what’s involved in 
the kind of retail community pro- 
motion that his agency worked 
out for the State Street Council, 
in Chicago. 

The big State St. retailers fore- 
saw early the challenge of the 
flight to the suburbs, Mr. Bogart 
said, and began their street im- 
provement operation in 1945. The 
plan developed by the agency 
called for a two-step program. 

First, maximum effort was 
made by the council to improve 
traffic, parking, lighting and other 
civic aspects of the downtown 
shopping area. 

Only when this step was well 
under way in 1952 did the second 
phase start—the promotion of the 
street as a retail area. Radio was 
chosen as the medium, both be- 
cause of the council’s operating 
budget and because of its flexibil- 
ity, Mr. Bogart said. 

Merchants’ organizations in 
many other cities have asked 
about the State Street Council’s 
operations, Mr. Bogart noted. He 
said that the single most impor- 
tant thing about such operations 
is that they be organized and got- 
ten under way by the top execu- 
tives in the businesses involved. 
Secondly, he said, the merchants’ 
group should be treated as a per- 
manent organization, with people 
from each store assigned to regular 
participation in its activities. . 


Allied Paper Profits Up, 
Plans New Pulp Mill 

Allied Paper Corp., Chicago, ac- 
cording to its preliminary report, 
had sales of $41,000,000 for 1956, 
of which the paper division ac- 
counted for $32,600,000. The com- 
pany’s other divisions manufac- 
ture electronic components and 
Christmas tree ornaments. Earn- 
ings for 1956 were about $4,000,- 
000, or more than $10 a common 
share, compared with a loss of 
$781,079 by Allied’s predecessor, 


| Thor Corp., in 1955. Because of a 
| $3,500,000 tax carry-forward, only 
$300,000 was set aside for federal 
taxes in 1956. 

Allied expects sales of $55,600,- 
000 in 1957, and earnings per 
| share of $7.75, since there will be 
|no tax carry-forward. The com- 
pany is planning immediate con- 
| struction of a pulp mill in Kala- 
| mazoo, Mich., to cost $4,000,000 to 
$7,000,000, the first step in Allied’s 
| plans to become a fully-integrated 
paper company. Allied is also in 
the process of converting its Al- 
bany mill to rotogravure and cata- 
log paper production. 


Parker Pen Plans Spring Push 
Parker Pen Co., Janesville, Wis., 
has scheduled a “strong” spring 


print-only campaign featuring its 
new 61 and its Jotter ball pen. 
The “outer space” theme of the 
pre-Christmas campaign for the 
61 will be continued. Publications 
on the schedule include American 
Weekly, Esquire, Holiday, Life, 
Look, Newsweek, The New York- 
er, The Saturday Evening Post, 
This Week, Time, college news- 
papers and independent Sunday 
supplements. Tatham-Laird, Chi- 
cago, is the agency. 


Clark Gum Names Agency 
Clark Bros. Chewing Gum Co., 
Pittsburgh, has appointed Bach- 
man, Kelly & Trautman, Pitts- 
burgh, to handle its advertising. 
McCann-Efickson, New York, for- 
merly handled the account. 


El Paso leads ALL Texas military 
installations in payroll expendi- 
tures—totalling $6.4 monthly for 
Fort Bliss alone. A market where 
your advertising is effective. 


The £l Paso Zimes El Paso Herald-Post 


An Independent Newspaper A Scripps-Howard Newspaper 
Morning and Sunday Evening 


TWO Separate Newspapers « 33° Line BUYS BOTH! 


IN INLAND CALIFORNIA [AND WESTERN NEVADA\ 


in spendable 
Survey ) 


income. 


POPCORN 104 am 


In this mountain-ringed market, the Beeline serves an area with 
more than 2% million people who have more than $3% billion 
(Sales Management’s 1956 Copyrighted 


Beeline Radio delivers this rich market in the form of loyal 
listeners. And, by using all five stations, you reach them at a very 
low cost per thousand. 


SACRAMENTO, CALIFORNIA + Paul H. Raymer Co., National Representative 
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Advertising Pages and Linage in Farm Publications 


December and Year 1956 Figures for U. S. and Canadian Publications Reporting to Advertising Age 


Commercial Dis- Commercial Dis- 
mx... —— play Excluding 
try, Classified Poultry, Classified 
and Livestock, and Livestock, 
a Advertising, in Pages—, ————Total Advertising, in Lines————__ in Lines -—Total Advertising, in Pages—,. —————Total Advertising, in Lines————___ in Lines 
Dec. Year Year Dec. Dec. Year Year Dec. Dec. Dec. Dec. Year Year Dec. Dec. Year Year Dec. Dec. 
1995 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 
Farm Magazines Montana Farmer-Stockman .. 29.2 31.7 753.8 781.5 22,106 23,996 569,920 590,821 17,920 19,222 
, Nebraska Farmer .......... 40.6 45.7 1,031.7 998.6 30,714 34,546 780,003 754,952 25,297 28,512 
ore OP 6 os kav des 35:9 386 720.2 657.7 15,388 16,575 308,940 282,186 14,354 15,708 | Neb hs. «ada 2 : 263 aizs a6 18 2a i a ae a on ae 
a Ohio Farmer ............ 4 2 20, 441 590,628 614,570 15,153 26.993 
a 77.6 97.3 1,229.4 1,230.4 33,303 41,754 527,403 527,871 31,459 39,996 | pennsyivania Farmer... 21.0 25.3 595.4 610.1 16,136 19,415 457,270 468,563 12.292 16.688 
— me 23 tins tats Seay fst govg an ROP Be | Pare rome a i 
Min gevsse% een ~ a ’ ’ , ’ , , Hinois Edition ...... 40.9 49.7 1,100.5 1,114.9 29,798 36,198 801,173 811, y , 
pany i eal aa ro¥4 Puke iaat aa aus Gene om — 4 [umes fine GS 3 10683 LOTS 304396 38198 TI7T782 YeSOD 28 27.087 
gre me eccvce fe Sewn Sane . ’ . . s Average 2 Editions ...... 41.4 49.0 1,084.4 1,096.6 30,117 35,698 789,453 798,342 22896 27.557 
Ferm & Ransh—Geetare Agricattariet: Rural New-Vorker ........ 168 228 380.1 387.8 13,160 17,861 297,985 304.014 10.535 14.896 
HSoutheastern Edition .. 25.9 30.7 405.4 441.1 11,131 13,150 173,954 189,192 9,717 11,524 | Wallaces’ Farmer 50.4 58.3 1,180.1 1,189.5 39.354 45.690 925.019 932514 34304 38.402 
See Bien .. FS MS OTR ORE ILS 1585 SEATS DAD 9.551 15,163 | Westere form Lik ........ 146 17.2 341.3 363.3 11,481 13,475 267,595 284,775 9,228 11,355 
Average 2 Editions ...... 26.7 33.0 418.7 470.4 11,438 14,142 179,690 201,746 9,644 12,164 §Colorado Edition ...... 24 7.3 135.5 238.0 1,872 5,705 106,238 186,581 1,150 2,250 
Progressive Farmer: : in Asriculturist 
#Carolina-Va. Edition .. 77.2 68.6 1,107.3 1,096.1 52,488 46,628 752,956 745,350 49,609 43,960 | “issn Ruriculturist 348 455 8806 901.0 27,256 35,664 600.341 706.986 25,455 33.697 
Seat Cate, Te OL LS ee Mee Tee Te Aer 402 | Gaul coum... “S58 GHG HEGMD (SOL? MHI WTS TROL TS Too 307.82 UAT 
#Miss.-La-Ark. Edition . 68.2 65.4 1,037.2 1,058.1 46,406 44,471 705,267 719,480 43,813 41,920 | ‘THis edition also carries all linage appearing in Western Farm Life. #Not included in totals. 
#Texas Edition ........ 74.3 70.0 1,081.3 1,095.3 50,497 47,589 735,262 744,823 46,119 43,694 ‘ 
Average 5 Editions ...... 728 67.3 1,075.9 1,091.8 49,481 45,795 731,626 742,398 46.365 42950| Farm Linage Trend Figures in thousands 
Successful Farming ...... 57.0 58.8 1,017.8 1,103.8 25,667 26,443 458,017 456,205 24,961 25,671 | 
Total Group .......... “W699 B34 Ghel.2 GA742 134,297 145,174 2,207,902 2,214,730 i26,712 136,954 
ZNot included in totals. MAGAZINES MONTHLIES 
Monthlie 1956 1956 
on s 
ttAericultural Leaders’ Digest 202 121 1592 1748 8.651 5.184 68,296 74985 8.651 5.184 DEC. [13 4 | DEC. | 493 } 
American Fruit Grower .... 185 25.1 329.1 326.7 7,984 10, 148 ‘ . , 
American Poultry Journal: NOV.|| 71 ! NOV. 1540 | 
+#Eastern Edition ...... 33.7 32.2 401.0 418.6 14,482 13,825 172,027 179,595 8,808 7,398 1955 1955 
tzMidwest Edition 33.3 27.9 3745 364.6 14,297 11,983 160,689 156,403 9,435 7,475 
tiPacific Edition ...... 29.6 25.3 377.8 375.5 12,700 10,856 162,056 161,091 7,888 4 | imeem DEC. 
+#Southeastern Edition . 30.5 29.9 386.8 376.0 13,082 12,730 165,948 161,284 8431 7, 
een Cee; = Sh) 088 (SG0S «SER? AbSUD 12,308 \enaen 160005 Sees 7,199 ae yn 
A 5 (or 4) Editions 31.1 288 327.3 : ’ . é : y 
ante Vesntabte Grower 13.7 108 2343 177.7 5914 4,664 101,223 76,751 5,843 4,577 SEMI-MONTHLIES BI-WEEKLIES WEEKLIES CANADIAN 
Arkansas Farmer ........ 12.7 12.6 255.4 228.9 9,613 9,492 193,063 173,034 rr 4 — 1956 1956 1956 1956 
Better Farming Methods 17.3 23.3 427.0 402.0 7,422 9,977 183,173 172,441 6,993 9, 
ata ........ 325 361 7493 861.4 13,622 15,148 314.680 361,777 952 2.632 pec. [404 | pec. [71 | DEC. [58] pec. [223 | 
Breeder's Gazette ......... 12.2 U8 213.7 227.3 5,502 5,292 96,182 102,277 4,219 4,357 
Broiler Growing .......... 42.9 311 503.2 407.5 18,402 13,321 215,860 174,790 13,105 10,364 nov[638 _—| nov.[83 | NOv.(67 | Nov.[325 | 
California Citrograph ...... 21.6 23.8 262.0 283.1 14,546 16,002 176,100 190,274 14,394 15,792 a al nas = 
California Farm Bureau . 
i ickned boss 000 124 90 61 137.2 9,380 6,734 121,779 103,616 9,002 6,209 B59 | DEC. 
The Caltiomen .....-...... 842 857 1,078 1,277.1 35347 36012 465.253 536.404 13.325 15383 | | DEC. Belem DEC. 7 DEC. EE) 
Coastal Cattleman ........ 144.7 119 201.3 186.3 6,172 5,027 84,547 78,256 3,619 3,206 
Cooperative Digest ........ 40 83 1043 79.0 1,688 3,500 43,829 33,187 1,680 3,500 
County Agent & Vo-Ag Teacher 17.3 145 310.6 302.7 7,424 6,220 133,228 129,852 7,424 6,220 Bi-Weekli 
Electricity on the Farm .... 99 10.2 1225 123.7 3,543 3,660 43,736 44,193 3,543 3,660 eexies 
Farm Management ........ 10.0 14.7 2487 240.7 4,316 6,291 106,708 103,243 4,316 6,291 | Arizona Farmer-Ranchman .. 54.1 56.1 850.9 856.9 40,894 42,448 643,239 647,843 39,032 40,020 
Farmer-Stockman ......... 30.5 37.5 535.4 552.1 13,169 16,160 229,227 236,918 10,295 13,055 | California Farmer: 
Florida Cattleman ........ 67.0 62.7 831.0 789.5 28,155 26,328 349,018 331,570 16,255 17,868 #Northern Edition 30.0 31.7 605.9 581.2 22,417 23,940 457,789 439,359 20,695 22,304 
Florida Grower & Rancher .. 40.0 48.0 343.4 376.0 27,200 32,640 240,295 255,710 9,725 32,220 #Southern Edition ...... 28.4 28.3 579.9 567.1 21,502 21,429 438,397 428,733 19,703 19,946 
#SGeorgia Farmer ........ 66 =e 137 == $6 132,834 4,955 Average 2 Editions ...... 29.2 30.0 592.9 574.2 21,960 22,685 448,093 434,046 20,199 21.125 
Kentucky Farmer ........ 131 139 283.7 290.4 10,302 wr 4 = = me Dairymen’s League News... 11.12 104 195.7 164.2 8,115 7,600 142,478 119,573 7,655 7,002 
Michigan Farm News ...... 19 10 26.7 24.7 4,324 . 7 ° . . es Bek’ 22... . “O44 ~965 Les05 [505.3 70,569 “72733 1253 B10 (201.462 Ci Bla 
sere ss SAE ee Te 2s davies gam ane gas | #™t men i 
Missouri Farmer .......... \ , \ . , y A ¥ . ‘ 
National 4-H News ........ 46.9 49.6 2689 267.8 19,679 20,833 112,935 112,497 19,679 20,833 
National Live Stock Producer 133 135 1829 163.8 9,701 9,807 133,158 119,242 9,357 9,288 | Weeklies 
Nation’s Agriculture ....... 7.1 127 905 105.0 3,194 5,698 40,706 47,221 3,914 5,698 | Jowa Farm Bureau Spokesman 35.7 36.8 495.1 512.7 36,236 37,352 502,495 520,337 33,110 34,426 
New Jersey Farm & Garden. 62.4 37.4 604.6 $00.4 2,102 4 272.068 251,738 23,297 12,898 Weekly Star Farmer: 
Ohic Farm Buresu News... 9.4 68 1213 1 ‘ . ; ; #Kansas Edition ....... 88 91 2028 234.6 21,609 22,413 499,527 577,920 13,725 15,189 
Poultry Tribune: #Missouri Edition ...... 9.4 93 211.1 230.9 23,109 22,900 519,991 568,917 15,324 15,714 
#Central Edition ...... 37.9 310 475.8 431.8 16,244 13,284 204,083 185,217 11,405 8,057 #Okla.-Ark. Edition .... 83 85 187.5 214.0 20,571 20,883 462,155 527,222 13.715 14.602 
H#Eastern Edition ...... 418 37.0 524.2 oe aoe — <= ane a yo Average 3 Editions ...... 88 9.0 200.5 226.5 21,763 22,065 493,891 558,020 14,255 15,168 
ific Edition ....... 456 410 5742 6 19,553 17, t . . — =<, “a “aie aac Seen inmate “mae, cole 
aecetent ites te 41.7 37.0 529.6 488.7 17,879 15,890 227.178 209,666 12147 9,598 | "ta Group ........... GS “G8 ~ C56 ~ 739.2 57,999 59,417 ~ 996,386 1076357 “47,365 49,594 
#Southwest Edition S73 - MS — Me 8 11,292 
Average § Efitions ...... 40.9 365 466.9 484.7 17.560 15,660 200.308 207,922 11.807 9,004 | Dailies 
Southern Livestock Journal 55.0 419 820.3 818.6 23,100 17,598 344,512 343,811 5,717 3,350 | Chicago Dally Drovers 
Southern Planter ......... 15.2 18.2 3341 361.7 10,619 12,731 233,836 253,192 10,073 12,122 RNR Re ae 27.6 25.3 445.1 495.6 58,795 53,828 942,908 1,054,642 39,500 33,334 
Tennessee Farmer & Homemaker 10.3 70 1741 131.1 8102 5,463 136,555 102,746 7,450 4,939 | Kansas City Daily Drovers 
Turkey World .........+-- 64.8 63.9 570.4 565.2 27,788 27,446 244,705 242,505 12,596 13,500 WIE ws iscbeccccscte 21.8 20.8 409.8 443.7 46,320 44,262 871,879 944,108 28,043 25,805 
Western Dairy Journal 28.1 246 441.1 410.1 12,075 10,557 189,239 175,918 7,005 6,967 | Omaha Daily Journal 
Western Livestock Journal 51.6 68.9 1,186.5 1,271.3 22,127 29,568 508,990 545,414 11,815 14,197 Stockman ............. 28.8 311 468.3 497.6 61,269 66,158 996,428 1,058,874 43,488 45,686 
*Wyoming Stockman-Farmer 27.5 24.7 435.2 379.2 20,765 18,676 328,999 311,672 16,347 14,765 | St. Louis Daily Livestock 
Total Group . T0222 990.0 14,255.2 14,267.35 493,431 482,370 6.985.949 6.974.508 339,232 353,546 SE. vccedssscicnes 178 18.2 307.7 335.6 37,900 38,748 654,724 714,197 24,645 27,570 
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publication Jan. 1, 1956. #Not included in totals. *Changed from 896-line page to 756-line page in July ‘55. Q li 
uarterlies 
Newspaper Monthly Farm Sections tree Searterty sentences TES Bay 2738 232.6 34,804 34,419 129,857 109,374 33,677 33,103 
Iowa Farm & Home Register 10.1 10.6 2544 257.1 10,343 10,795 259,546 262,193 9,966 10,321 weliched quarterly » dune, September, December. 
Rural Gravure ............ 63 67 1010 96.1 6293 6710 101,021 96121 6293 6,710 | di 
Texas Ranch & Farm ...... 92 15.7 200.7 180.5 9,198 16,044 204,568 187,558 8,148 13,762 anadian 
i. ‘ 56. 533.7 25,834 33,549 565,135 545,872 24,407 30,793 | Le Bulletin des 
i ee eal _-_ = Agrleuilewrs ......0..-. 28.3 23.1 646.8 596.6 19,792 16,172 452,753 417,631 19,591 15.986 
Country Guide ........... 17.6 17.3 420.9 438.6 12,656 12,494 303,010 315,822 12.656 12.494 
Semi-Monthlies tFamily Herald & 
American Agriculturist 23.2 248 406.8 790.3 16,911 18,039 296.186 279,152 14,677 15,648 Weekly 2a 43.8 39.4 944.1 1,023.7 42,659 39,397 938,863 1,023,722 25,649 19,852 
Colorado Rancher & Farmer 17.0 246 438.4 424.1 12,829 18,608 331,428 320,600 9,763 16,242 | Farmer's Advocate & Cana- 
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EE. «cg aan eben 45.8 49.5 1,033.4 1,024.2 35,872 38,794 810,129 802,982 31,583 33,384 | Farmer's Magazine ........ 16.1 12.3 292.0 299.7 6,924 5,285 125,299 128,559 6,890 5.250 
Hoard’s Dairyman ......... 38.4 39.5 647.4 58.6 27,969 28,720 471,346 426,848 23,118 22,567 | Free Press Prairie 
Indiana Farmer's Guide .... 14.5 15.9 301.2 318.4 11,398 12,442 236,109 253,040 8838 9,574 Oe 549 56.5 1,149.3 1,191.6 58,193 59,842 1,207,356 1,251,654 29,273 32,087 
Kansas Farmer .......... 19.2 212 568.9 548.2 14,603 16,140 432,383 416,659 13,144 14,600 | Western Producer ........ 53.5 57.0 617.4 560.4 57,278 60,975 660,678 599,630 35,818 39,826 
Michigan Farmer ........ 27.4 345 637.4 687.5 21,019 26,533 489,528 528,025 16,191 22,264 Total Group ........... 251.0 232.0 4,622.7 4,624.3 223,254 212,651 4,074,492 4,096,599 147.103 135.264 
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Sinclair Leaves Ley & Sinclair 
to Form Own S. F. Agency 

F. Nat Sinclair has resigned as 
a partner in Ley & Sinclair, San 
Francisco, to form his own agency, 
Sinclair Advertising, with offices 
at 420 Market St., San Francisco. 
G. J. Ley, president of the agency, 
has purchased Mr. _ Sinclair’s 
stock. Ley & Sinclair will contin- 
ue with its present operation, and 
plans for a reorganization and ex- 
pansion will be announced later, 
Mr. Ley said. 

In the meantime, Ley & Sin- 
clair has been named to direct 


advertising and promotion of 
new Zephyr muffler manufac- 
tured by Gene Lockhart, San 
Francisco. The agency also has 
taken over direction of all other 
advertising for Lockhart, who op- 
erates a chain of muffler repair 
and installation shops in northern 
California. 


Waltham Moves Offices 


Waltham Watch Co., which has 
been located in Waltham, Mass.., 
for the past 106 years, is moving 
the executive offices of its watch 
division to New York. 


]WT, SIU Set Workshop 

The Chicago office of J. Walter 
Thompson Co. will cooperate with 
the department of journalism of 
Southern Illinois University, Car- 
bondale, in staging a second an- 
nual advertising workshop Feb. 15 
on the SIU campus. Julian C. 
Winthrop, head of JWT’s promo- 
tion and trade departments, and 
two other agency representatives, 
will lead workshop sessions. 


Curtis Advertising Moves 
Curtis Advertising Co. has moved 
to 1 Park Ave., New York. 


Wrather Buys KERO-TV 
Wrather-Alvarez Broadcasting 
has purchased KERO-TV, Bakers- 
field, Cal., from Kern County 
Broadcasters for $2,150,000, sub- 
ject to FCC approval. Wrather- 
Alvarez also owns KFMB and 
KFMB-TV, San Diego. KERO-TV 
will be under direction of George 
Whitney, vp and general manager 
of Wrather-Alvarez. Art Mor- 
tensen, previously manager of 
KFMB, becomes general manager 
of the Bakersfield station. Gene D. 
Young, one of the owners of Kern 
County Broadcasters, 


viously head of KERO-TV, will 
continue as executive director. 


BBDO Names Two in L. A. 
Batten, Barton, Durstine & Os- 
born, Los Angeles, has appointed 
Locke W. Turner administra- 
tive account executive for North 
American Aviation. Mr. Turner, 
formerly media director, has been 
with the agency eight years. 
BBDO, in an expansion of its staff 
of art directors in Los Angeles, 
has named Bill Marshall an art 
director. He formerly was with 


| Western Lithograph Co., Los An- 
and pre-|geles. 
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1956 progress report 


Just 12 months ago, we announced 1955 as a 
record year for Grit, the only national weekly 
dedicated to the needs of people in true small 
towns remote from major cities. We also dared 
a prediction that 1956 would again set circulation 
and advertising records. 

The prediction, we are happy to report, has 
come true. 

During 1956, national advertisers invested 
16.2% more in Grit than ever before. And 
Grit circulation again reached an all-time high. In 
1955 it passed 800,000 ABC average net paid. 
Now it’s more than 30,000 above that record. 

It may be of value to the advertising community 
to review some of the reasons for this continuing 
success. 


First, Grit has always had editorial stability. 
In all its 74 years, its basic appeals to small-town 
families have never altered. Improvement and 
modernization have been both steady and costly. 
But they have always been gradual. Grit has 
changed only to meet changes in small-town in- 
terests and reading tastes. 


Second, Grit readers pay their own freight 
... advertisers don’t do it for them. A huge 
90.15% of Grit circulation represents single-copy 
sales at 10¢—-solid cash votes of confidence re- 


peated 52 times a year. Subscriptions at $3.50 a 
year account for 9.85% of circulation. There are 
no cut rates or special incentives. Small-town peo- 
ple read Grit because it fills a need for them... 
because they like it. 


Third, the important fact that, year after 
year, Grit makes a good profit. There has 
never been need for circulation inflation or com- 
promise with good business practices. Grit suc- 
ceeds because it offers solid value to both readers 
and advertisers. 

All of which makes us happy at our continued 
progress. More and more small-town readers are 
finding that Grit meets their family needs for news, 
pleasure and shopping guidance. More and more 
advertisers are becoming aware of the under- 
exploited market covered by Grit. 

And because our growth is as solid and con- 
sistent as it is gradual, our best years would seem 


to lie ahead. 


President 


Grit Publishing Co., Williamsport, Pa. « Represented by 
Scolaro, Meeker & Scott in New York, Chicago, Detroit, 
Philadelphia; and by Doyle and Hawley in Los Angeles and 
San Francisco 
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NAEA HUDDLES—Newspapers and advertising were the principal subjects discussed at 
the annual convention of the Newspaper Advertising Executives Assn. in Chicago. 
Stuart Taylor, Philadelphia Bulletin, talks with Kenneth Flood, San Diego Union 
& Tribune, as Walter Kurz, Chicago Tribune, looks over a program. Old acquaintances 


NAEA Speakers Laud Dailies as 
Medium; Call Rate Setup ‘Appalling’ 


(Continued from Page 1) 
r.o.p. color ranges from $5.34 to 
$18.84. Sunday supplements, on the 
other hand, can be bought for $3.40 
per 1,000, he said. 

Mr. Samuelson said that r.o.p. 
color could be a great medium for 
national advertisers. “However, if 
you can’t put your house in order, 
national advertisers will never 
come to newspapers on a large 
scale basis,” he said. 

Before coming to the meeting, 
Mr. Samuelson said, he contacted a 
number of leading national adver- 
tisers in the drug and grocery field 
and found that none of them clas- 
sified newspapers as a “basic me- 
dium.” (The same advertisers pre- 
dicted that by 1960, 75% of the 
retail grocery business in the U.S. 
would be controlled by 12 buying 
groups, he added.) 

The majority of newspapers 
have not kept pace technically with 
the development of r.o.p color ad- 
vertising, Mr. Samuelson said. And, 
he added, newspapers have failed 
to make it easier for advertisers to 
buy space. 

He suggested that newspapers do 
the following things to attract 
more national advertisers: 


e Conduct year-long campaigns to 
combat publicity that newspapers 
can’t sell. 


e Offer special discount frequency 
rates for large national advertisers, 
particularly for r.o.p. color. 


e Instruct advertisers in how to 
use newspapers more effectively. 


e Hold a national audience day) 
Compare newspaper 


each year. 
audiences with audiences of other 
media. 


® The touchy subject of the wide 
differences in price between local 
and national advertising rates in 
newspapers came up again in a 
talk by Hal Stebbins, president of 
Hal Stebbins Inc., Los Angeles. He 
said newspapers “have sat on their 
hands and done little or nothing 
about reconciling national and re- 
tail rate structures.” 

“What's more, newspapers have 
failed to come up with any rational 
proposal of frequency and conti- 
nuity discounts,” Mr. Stebbins said. 
“And if you don’t think both these 
factors have a lot to do with in- 
adequate national schedules, you'd 
better call the nearest psychiatrist 
for an appointment.” 

Mr. Stebbins pointed out that 
many publishers make little or no 
money on the retail advertiser but 


make a nice profit at the expense | 


of the national advertiser. 

“I can’t see why it takes an Ein- 
stein to figure out that the appall- 
ing disparity between national and 
retail rates works to the disadvan- 
tage, not only of the national ad- 
vertiser, but of the publisher him- 
self,” he said. 

“It is high time newspapers got 
together on the local level to 


equalize and stabilize rates so they 
will operate to the advantage of all 
concerned, rather than a chosen 
few. 


s “No self-respecting business 
man respects you for operating at 
a loss—even if that loss is his gain. 
And the very men you think will 
buck the most will capitulate the 
fastest. It can’t be done with a solo 
performance; but it can be done in 
concert,” Mr. Stebbins said. 

National advertisers should 
learn to use newspapers as a sub- 
stantial vehicle to promote sales, 
Mr. Stebbins said. “It is too easy 
to run an inadequate advertising 
campaign in the newspaper,” he 
said. “Too many national advertis- 
ers flirt with the newspaper in- 
stead of marrying it.” 

He pointed out that more money 
was spent in newspapers for ad- 
vertising last year than in all other 
media combined, and emphasized 
that newspaper ad revenues in 1956 
showed a 10% inerease over the 
1955 record year of $3.08 billion. 

Newspapers in certain areas will 
show linage increases of more than 
3% to 3.5% for the first six months 
this year over 1956, he predicted. 


® Modern advertising must have 
impact, and newspapers are the 
best medium to obtain this impact, 
said William D. Tyler, vp and copy 
chief, Leo Burnett Co. 

“All the readership surveys, all 
the motivation research, all the im- 
pact studies, in fact everything we 
know about advertising points out 
one simple fact: If you’ve got news 
in your product or in your adver- 
tising, you get results. You get bet- 
ter results from news than from 
anything else,” Mr. Tyler said. 

Newspapers are the medium for 
news, he added, despite the fact 
that some people seem to think 
that new products are best re- 
ceived on television. 

“Advertising is still going into 
television that should by rights go 
into newspapers, because advertis- 
ers have developed conditioned re- 
flexes that keep them okaying tv 
schedules in the delusion that news 
about products gets more receptive 
audiences in that medium,” Mr. 
Tyler said. 

Newspaper men should spread 
the news that television is no long- 
er news but simply the greatest 
entertainment medium—that 
newspapers are the news medium, 
he said. 


® Karl T. Finn, of the Cincinnati 
Times-Star, retiring president of 
NAEA, told the membership that 
he felt this year would be better 
for newspapers than 1953, but he 
warned them against complacency. 

Other adverticing media, he said, 
are strong and will be out to take 
advertising dollars away from 
| newspapers. “Newspapers are def- 
|initely the No. 1 target of tv in 
1957,” he said. 


Although the thinking of news- 
paper publishers has “too fre- 
quently been rigid and inexor- 
able,” Mr. Finn said, the 
newspaper business is making sig- 
nificant headway. A number of 
large newspapers now are offering 
frequency and/or volume dis- 
counts, he said. 

“Times are changing in our busi- 
ness—the old order seems to be 
passing,” Mr. Finn said. 


® Current social and economic 
trends are steadily strengthening 
the position of newspapers and 
Sunday supplements as America’s 
“basic medium” for advertising 
and communication, according to 
William I. Nichols, editor and pub- 
lisher of This Week Magazine. 
“Too many people are assuming 
that the electronic media have a 
monopoly on the future,” Mr. 
Nichols said. “But actually there 


2.4% Gain Sets Linage Mark 

New York, Jan. 23—A new 
record in national linage was reg- 
istered by newspapers in 1956, ac- 
cording to Media Records and the 
Bureau of Advertising, ANPA. 
The 2.4% gain in 52 Media Rec- 
ords cities put total linage at 2,- 
910,780,505 lines. 

Peaks also were reached in the 
general (all national except 
automotive), retail, department 
store, and classified categories. 
But automotive was down 11% 
from its record 1955 level. 

In 1955, automotive rang up 
191,033,688 lines, but last year the 
total dwindled to 170,020,559. 

The Bureau of Advertising said 
that although automotive was 
down 11% from 1955, “a gain of 
8.6% in general was sufficient to 
offset it and bring about the 2% 
increase in national.” 

Retail was up 2% over 1955; 
department stores up 0.6%; classi- 
fied 2.9%. 


is nothing as modern as news- 
papers. 

“By the very mechanics of the 
business, newspapers must adjust 
their thinking each day to tomor- 
row’s news, tomorrow’s moods and 
tomorrow’s markets. It is a per- 
petually self-renewing operation.” 

Newspapers, unlike other media, 
do not have to resort to tricks to 
get the attention of the public, he 
said. ““Newspapers don’t need give- 
away programs when each day’s 
paper is crammed with ads an- 
nouncing sales, bargains and bo- 
nuses, plus all the classified no- 
tices of things wanted and things 
for sale right here in town today,” 
he said. 

“Newspapers don’t have to stage 
‘spectaculars,’ because each day’s 
paper is devoted to that greatest 
and most spectacular show of all— 
the business of being yourself and 
being alive.” 


® Newspapers should concentrate 
more on plans to help retailers sell 
merchandise rather than the sell- 
ing of space, according to Fred H. 
Bresee, vp of Bresee’s Oneonta 
Department Store, Oneonta, N. Y. 
The Bresee store does a $3,000,000 


Elder McClure 


business annually in a community 
of 14,000. 

“Why shouldn’t your newspaper 
have a plan to help us sell mer- 
chandise, rather than a plan to 
help you sell space,” Mr. Bresee 
said. “Why shouldn’t your plan in- 
clude ideas powerful enough so 
that the average retailer can vis- 
ualize results in relation to his 
potential volume? 

“If you have such a plan and 
it is good, you can’t help selling 
more space, because you are help- 
ing to increase volume. When you 
increase volume, you automatical- 
ly increase the amount of money 
that can be spent by the individual 
store.” 

Mr. Bresee urged space salesmen 
to arm themselves with more sell- 
ing ideas. He also urged NAEA 
members to get out more often 
and make calls on retail ad cus- 
tomers. Newspaper men should 
help retailers formulate their ad- 
vertising plans at least a year in 
advance and advise them on how 
to obtain the best results. 


= Gilbert P. Swanson, advertising 
director of the Spokesman-Review 
and Spokane Daily Chronicle, is 
the new president of NAEA. Other 
new officers are Charles B. Lord, 
Indianapolis Star and News, exec 
vp; George Lemons, News and Rec- 
ord, Greensboro, N. C., Ist vp, and 
Russell W. Young, Seattle Times, 
2nd vp. 

Robert C. Pace, Danville, IIL, 
was reappointed secretary-treas- 
urer of the association. The retir- 
ing president is Karl T. Finn, of 
the Cincinnati Times-Star. 

Newly elected NAEA directors 
are Charles J. Davis Jr., Provi- 
dence Journal; Hugo E. Heyns 
Il, New Orleans Times-Picayune; 
Walter Kurz, Chicago Tribune; J. 
Warren McClure, Free Press, Bur- 
lington, Vt.; Don L. Nutter, 
Independent Press-Telegram, Long 
Beach, Cal.; Carl W. Pollock, Post- 
News & Courier, Charleston, S. C., 
and Irwin A. Simpson, the Times, 
St. Petersburg, Fla. 


North American Adds Agency 
North American Van Lines, 
Fort Wayne, Ind., has appointed 


Willis Martin Co., Fort Wayne, 
to handle advertising for its new 
Creston division. North American 
recently purchased Creston 
Transfer Co., Grand Rapids, Mich., 
and is now operating the company 
as a division. Applegate Advertis- 
ing Agency, Muncie, Ind., con- 
tinues as the North American 
agency. 


‘U. S. News’ Names MacManus 

U. S. News & World Report, 
Washington, has appointed Mac- 
Manus, John & Adams, New York, 
to handle its space sales advertis- 
ing. Schwab & Beatty will contin- 
ue to handle circulation advertis- 
ing for U. S. News. Caples Co., 
New York, formerly handled space 
promotion. 


Ren Averill Co. Moves 
Ren Averill Co., Pasadena, Cal., 


publishers’ representative, has | 
moved to larger quarters at 232 
N. Lake St., effective Feb. 1. 
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Young Baker 


are renewed by Wayne Sams, Omaha World Herald; Dave Preston, Chicago Sun- 
Times; Harold E. Swanson, Moline Dispatch and Rock Island Argus, and M. E. Elder, 
Tulsa World and Tribune. Program speakers Leslie McClure, University of Illinois, and 
R. W. Young, Seattle Times, chat with Richard Baker, Champaign-Urbana Courier. 


BERNARD MAINWARING 


SALEM, Ore., Jan. 22—Bernard 
Mainwaring, 59, publisher and 
editor of the Salem Capital Jour- 
nal, died Jan. 19. He suffered a 
heart attack two weeks ago. 

Mr. Mainwaring became pub- 
lisher of the Capital Journal in 
January, 1953, when he came here 
from Nampa, Idaho. Prior to that 
he had been publisher and editor 
of the Idaho Free Press, Nampa, 
since 1937. 

He was born at Gotham, Wis., 
Feb. 21, 1897, and came to New- 
berg, Ore., in 1912. He started 
his newspaper career when he 
purchased the Herald, Hermiston, 
Ore., in 1921. 

Mr. Mainwaring had just com- 
pleted 36 years as publisher of 
daily and weekly newspapers in 
Oregon and Idaho. He was a 
member of the Oregon State 
Board of Higher Education and 
held directorships in the Salem 
chamber of commerce, Kiwanis 
club, Salvation Army and the Ore- 
gon State College Alumni Assn. 
At the time of his death he held 
the office of president of the 
United Fund group of Salem. 


J]. DONALD MACLAURIN 

FLEMINGTON, N. J., Jan. 23—J. 
Donald MacLaurin, credited with 
being the inventor of gummed 
brown paper tape used in sealing 
packages, and president of Tympan 
Papers Inc., East Orange, N.., 
printing paper distributor, died at 
Hunterdon Medical Center here 
Jan. 16 after a long illness. 

Mr. MacLaurin came to this 
country from Scotland in 1906 to 
represent his family’s paper manu- 
facturing company, Smith & Mac- 
Laurin Ltd. With his brothers, he 
founded the Ideal Coated Paper 
Co., which later became the Mac- 
Laurin, Jones Co., Brookfield, 
Mass. He invented the gummed 
packaging tape shortly after com- 
ing to the U.S. Its development 
was the beginning of the paper 
tape industry, and its use on card- 
board containers revolutionized 
packaging after approval by postal 
authorities. 


JOHN W. BANNISTER 

Los ANGELES, Jan. 22—John W. 
(Dutch) Bannister, 60, vp of Mau- 
rice A. Kimball Co., died in his 
sleep last night. Mr. Bannister for- 
merly was with Capper Publica- 
tions in Chicago, and later was 
manager of the local office for 
Nancy Sasser before entering the 
publishers’ representative business. 
He had been with the Kimball or- 
ganization for four years. 


RICHARD D. NORTHROP 


Norwoop, Mass., Jan. 22—Rich- 
ard D. Northrop, 70, treasurer and 
a director of Bennett & Northrop, 
Boston, died here Jan. 17. 

Mr. Northrop formed his own 
agency in 1931 after spending 
some time in the banking busi- 
ness. Later he consolidated his 
agency with another Boston agen- 
cy to form Bennett & Northrop. 
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* to continue their gains this year. 
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NELSON H. FUTCH has been named 
advertising promotion manager of 
TV Guide, Philadelphia, succeed- 
ing Morton E. Grossman, who re- 
signed. Mr. Futch formerly was 
newsstand promotion manager. 


Straight Whisky, 
Wine, Vodka Sales 
to Gain in ‘57: ‘True’ 


New York, Jan. 22—Liquor con- 
sumption is expected to continue 
at a high level through 1957, True 
says in its current report on bev- 
erage industry trends. 

Liquor sales in 1956, it reports, 
were over 210,000,000 gals. 

The report, written by Lester S. 
Abberbock, of Fawcett Publica- 
tions’ research department, says 
that vodka and straight whisky 
showed the principal gains among 
domestic liquors. 

In the first ten months of 1956, 
vodka gained more than 4,400,000 
gals., or 79%, the report says. 
Straight whiskies increased in 
volume by 3,800,000 gals., or 
10.2%. 

True expects straights and vodka 


The diversification trend toward 
non-whisky items also should con- 
tinue, it says. 


® Led by California products, 
wine set a sales record in 1956. 
Withdrawals for the first ten 
months show a gain of 4.7%, or 
5,000,000 gals., for the period, the 
report says. Dessert wines in- 
creased 3,000,000 gals., one of the 
largest gains they have enjoyed 
in recent years. Table wines con- 
tinue to grow in importance, with 
a jump in volume of nearly 2,- 
000,000 gals. True predicts that 
both domestic and imported wines 
will make further gains in 1957. 

An increase in packaged beer 
last year enabled total withdraw- 
als of beer to remain at about the 
85,000,000-bbl. level of 1955. For 
the first ten months, bottled and 
canned beer recorded an increase 
of 1.6% (900,000 bbls.) while 
draft beer dropped in volume by 
48% (700,000 bbls.). Over-all 
withdrawals were up by 0.2%. 
Packaged beer today accounts for 
of total beer sales; five 
years ago it accounted for 73.5%. 


. Another ABC Exec Joins 
Kintner in Move to NBC 

Charles R. Abry, who resigned 
as national sales manager of 
ABC-TV, has joined NBC-TV as 
eastern sales manager. He suc- 
ceeds John Dodge, who will work 
on special assignment for William 
R. Goodheart Jr., vp in charge of 
sales for NBC-TV. 

Mr. Abry is the third ABC 
executive to rejoin his old boss, 
former ABC president, now NBC 
exec vp, Robert E. Kintner. The 
others: Robert Lewine, program- 
ming vp, and James Stabile, in 


|per-Ancient Age Distillers Co., a| 


D’Arcy Advertising Co., media co- 
ordinator. 

Burnett also has appointed Wil- 
liam D. Tyler chairman of its plans 
supervisory committee. With the 
agency since 1948, he formerly was 
vp in charge of copy. 


These rich Fox River towns 
extend 8 miles each way from 
Appleton, logically look to it 
as their shopping, service 
and news center. 


Schenley Moves Kimmelman 
Robert Kimmelman has been ap- 

pointed general sales manager for 

open states of the new I. W. Har- 


Schenley Industries subsidiary. Mr. | 
Kimmelman, formerly southeast- 
ern divisional manager of Schenley 
Distillers Co., will make his head- 
quarters in New York. 


Mitchell Joins Davidson 

Davidson Publishing Co., 
luth, has appointed Calvin Mitch- 
ell eastern salesman for its group 
of journals published for the paper 
trades. Mr. Mitchell formerly was 
sales director of Decorating Ideas. | 


KEN E. DAVIS, MANAGER, GEN’L ADV 


...Sometimes overlook the facts! 


The “Fox Cities,” made up of 5 cities in 2 counties, are 
not measured or evaluated in the major marketing books. 
But “Fox Cities” is a Metropolitan Market, 94% covered 
by 1 medium — the Appleton, Neenah-Menasha POST- 
CRESCENT. 106,670 people comprise this ABC City 
Zone market. But they don’t conform to county lines. 


Examine all the facts carefully concerning the daily 
newspaper that is FIRST in editorial volume, SECOND 
in advertising linage and covers the THIRD largest City 
Zone Market in Wisconsin. 


APPLETON Post-CRESCENT 


APPLETON, WISCONSIN 


KCRA-TV has 
More Adult Daytime 
Viewers Than All 
Competing Stations 
COMBINED! 


From 7 a.m. to 5 p.m. Clear Channel 3 has 190 
quarter-hour “firsts” out of a possible 200. In 
share of Audience, KCRA-TV has more than twice 
that of the second station: 
Sign-on 
Te Noon 
60.0% 
37.7% 
1.3% 


Noon- Avg. Daytime 
Sp.m. Shore Audience 


67.2% 63.6% 
18.0% 27.9 Vo 

3.1% 2.8% 
13.9% 13.9% 


KCRA-TV 
Station ‘B" 
Station C" 
Station ‘‘D"’ 
(On Air at 2 p.m.) 


Call Petry for more inf 


*All figures from Sacramento Television Audience. 
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the contract-talent department. 


Burnett Names John Schubert: 
Advances William Tyler 
Leo Burnett Co., Chicago, has 


appointed John S. Schubert, for-) 


merly manager of the account 
service department handling 
Standard Oil Co. 


SERVING 28 NORTHERN CALIFORNIA AND NE 


(Indiana) at’ 


ARB Share of Audience* 


Sign-on to 5 p.m., Monday-Friday 
Daytime Adult Viewing Hours 


(Avg. Sets in Use: 15.1) 


KCRA-TV has 21.3% more audience than 
the second station in the big Sacramento 
TV Market from Sign-on to Signoff, Sun- 
day through Saturday: 


Station ‘'B" 
| he gee ee — 
ee RT a ao nad ieee 7 


ormation about 


The Highest Rated NBC Station in the West 


ARB: November 15-21, 1956 


VADA COUNTIES 


Sacramento, California 
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NCS #2 SPRING '56 


41% more 


40% more 


TV homes watching 


of the top 15 
NIGHTTIME SHOWS 


of top 15 
NIGHT SHOWS 
on KXJB-TV 
ARB—May ‘56 


CBS + CHANNEL 4 + 100KW 
VALLEY CITY—FARGO 


eS 


on KXJB-TV 
PULSE—July ‘55 


AVERAGE NIGHT 


TV homes watching 
AVERAGE DAY 
than station B! 


than station B! 
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Call your WEED man or Bill Hurley, Regional Sales Manager, 754 Baker Bldg., Minneapolis, Federal 5-1341 


Lawyers Get Their 
Hair Sprays Mixed 


in June Havoc Suit 


New York, Jan. 22—Charles 
Antell Hair Spray with Lanolin, 
not Spray Net, is the product in- 
volved in June Havoc’s damage 
suit against Charles Antell Inc. 

Spray Net, a registered trade- 
mark of Helene Curtis Industries, 
was listed as the product when a 


. : } 
state supreme court justice refused 


to delay the trial (AA, Jan. 14). 

Miss Havoc’s lawyers had mis- 
takenly listed Spray Net rather 
than the Antell product in their 
legal papers, and the error was not 
discovered until after the court had 
ruled. Miss Havoc is suing Antell 
and its former agency, Dowd, Red- 
field & Johnstone, for $1,900,500 in 
damages. 


s At the same time, Dowd, Red- 
field & Johnstone, former agency 
for Antell, and a defendant in the 
suit, released a statement explain- 
ing its position in the action. 

“Early in 1954,” the statement 
says, “Miss Havoc was employed 
to appear in a film to be used in 
television spots to advertise a 
product manufactured by Charles 
Antell Inc. 

“The agreed compensation of 
$500 for these services was paid, 
and Dowd, Redfield & Johnstone 


performed its part of the agree- 
ment with Miss Havoc in full. On 
June 1, 1954, by mutual agreement, 
Charles Antell Inc. and Dowd, 
Redfield & Johnstone severed all 
relationships. 

“The litigation by Miss Havoc is 
based upon the alleged unauthor- 
ized use of the film above men- 
tioned. This alleged unauthorized 
use was after Dowd, Redfield & 
| Johnstone had terminated its re- 
| lationship with Charles Antell Inc. 
|and is a matter with which Dowd, 
Redfield & Johnstone had no con- 
nection and of which it had no 
knowledge.” 

When DR&J handled the Antell 
account, the listing in Standard 
Advertising Register Agency List 
gave Home Permanent Wave and 
Spray Net as Antell products. 

Last year a trademark infringe- 
ment suit brought by Helene Cur- 
tis Industries against the Lentheric 
division of Olin Mathieson Chem- 
ical Corp. for alleged misappro- 
priation of the trade name Spray 
Net was settled out of court, the 
settlement favorable to Helene 
Curtis (AA, June 18). « 


Burton Browne Names Abbott 
Robert E. Abbott, formerly ac- 
count executive, creative director 


and assistant to the president, 
Burton Browne Advertising, Chi-} 


cago, has been appointed vp and 
|general manager. Mr. Abbott} 
\joined the agency in 1952. 


Nielsen Network TV Ratings 
Two Weeks Ending Dec. 22, 1956 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 


TOTAL HOMES REACHED 


Program 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
| Love Lucy (Procter & Gamble, General Foods, CBS) 
Saturday Color Carnival (RCA, Whirlpool, Oldsmobile, NBC) 
Disneyland (American Motors, American Dairy, Derby Foods, ABC) 
Perry Como Show (Several sponsors, NBC) 
Jack Benny Show (Lucky Strike, CBS) 
GE Theater (General Electric, CBS) 
December Bride (General Foods, CBS) .... 


$64,000 Question (Revlon, CBS) 
Steve Allen Show (Several sponsors, 


ovoaono UA ON 


PROGRAM POPULARITY} 


Program 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
| Love Lucy (Procter & Gamble, General Foods, CBS) .... 
Saturday Color Carnival (RCA, Whirlpool, Oldsmobile, NBC) 
Disneyland (American Motors, American Dairy, Derby Foods, ABC) . 
Perry Como Show (Several sponsors, NBC) 
Jock Benny Show (Lucky Strike, CBS) 


GE Theater (General Electric, CBS) 


CwMPnNA UWA WOH 


Nielsen Average Audience** 


Arthur Godfrey's Scouts (Lipton, Toni, CBS) 
December Bride (General Foods, CBS) 
Alfred Hitchcock Presents (Bristol-Myers, CBS) 


NBC) 


Program 


Ed Sullivan Show (Lincoln-Mercury 


$64,000 Question (Revion, CBS) 


owv@mnNO WA WH 


_ 


Dealers, CBS) 


1 Love Lucy (Procter & Gamble, General Foods, CBS) 
Jack Benny Show (Lucky Strike, CBS) 

GE Theater (General Electric, CBS) 

December Bride (General Foods, CBS) 


Perry Como Show (Several sponsors, NBC) 

Saturday Color Carnival (RCA, Whirlpool, Oldsmobile, NBC) 
Arthur Godfrey's Scouts (Lipton, Toni, CBS) 

Disneyland (American Motors, American Dairy, Derby Foods, ABC) 


PROGRAM POPULARITY? 


Program 
1 Love Lucy (Procter & Gamble, General Foods, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
Jack Benny Show (Lucky Strike, CBS) . 


GE Theater (General Foods, CBS) 


December Bride (General Foods, CBS) 
Arthur Godfrey's Scouts (Lipton, Toni, CBS) 


Perry Como Show (Several 


3, NBC) 


Saturday Color Cornival (RCA, Whirlpool, Oldsmobile, NBC) 


$64,000 Question (Revion, CBS) 


10 Disneyland (American Motors, American Dairy, Derby Foods, ABC) 
* Homes reached by all or any part of program, except for homes viewing only one to 


five minutes. 


** Homes reached during average minute of the program. 
+ Percented ratings are based on ty homes within reach of station facilities and by 


each program. 
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Ad Council Sets Education 
Program on Mental Health 

The Advertising Council will 
undertake a nationwide public ed- 
ucation program on mental health 
this spring. Ruthrauff & Ryan 
will serve as volunteer agency 
with A. H. Thiemann, 2nd vp of 
the New York Life Insurance Co., 
serving as volunteer coordinator 
of the campaign. 

Undertaken at the request of 
the National Assn. for Mental 
Health, the campaign will use ex- 
tensive advertising in mass media 
to offer the public a free booklet 
about mental health. This booklet 
will include such practical inform- 
ation as ways of coping with 
common tensions and anxieties, 
what to do for those who need 
professional help and a suggested 
reading list of literature available 
from the NAMH. 


RENEWS FOR 
7*YEAR! 


Grosses $99,700,000 
IN 1955 


INTERSTATE BAKERIES, 
sponsor of Cisco in markets 
across the nation, states: 


“The success of Cisco 
Kid is so outstanding it 
needs no further proof. 
Cisco has certainly sold 
a lot of bread and we 
are looking forward to 
continued increase of 
sales through this out- 
standing advertising 
vehicle.” 


Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 
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Minnesota Court 
Refuses to Ban Use 
of Trading Stamps 


ROCHESTER, MINN., Jan. 22—A 
contract prohibiting the use of 
trading stamps is unenforceable 
and against public policy, the 
Olmsted County district court 
held here. 

The court denied a group of 
Rochester retail gasoline dealers 
an injunction that would have re- 
strained Eldon Johnson, service 
station operator, from issuing 
stamps. 

Harry Bixby, Minneapolis rep- 


i 1| resentative of Sperry & Hutchin- 


son, trading stamp operator, said: 


“This case is of vital importance 
not only to the Rochester business 
community but to many other 
communities as well because it 
involved an attempt to restriet the 
freedom of an individual to use a 
legitimate and effective competi- 
tive device.” . 


Monthly Grocery Inventory Tells 


HOW FORT WAYNE GROCERS 
CUT A $49,477,471 PIE 


27 Fort Wayne and Allen County grocery stores 
now handle 75.8% of the area's total volume. 
To keep pace with changing grocery shopping 
habits, the Monthly Grocery Inventory pane! has 
again been revised placing greater emphasis 
on supermarkets. Write for list of classifications 
available. 


FORT WAYNE NEWSPAPERS, INC., Agent 


Einson-Freeman Boosts Two 
Jeff Frank, formerly an account 
executive in Chicago for Einson- 
Freeman Co., Long Island City, 
N. Y., lithographer, has been 
named manager of the company’s 
Chicago sales office. Lou Boas, 
formerly overseas sales promotion 
manager of Fridor Co., The Hague, 
Holland, has been appointed Pacif- 
ic Coast representative of Einson- 
Freeman in Los Angeles. 


INNOVATION—This sun dial which | 
needs no sun has been developed 
by Telechron department of Gen- 
eral Electric. (It works by electric- 
ity, of course.) Production and 

marketing plans are indefinite. 


Westinghouse Sets 
$500,000 Three-Week 
Push for TV Line 


METUCHEN, N. J., Jan. 22—| 
Westinghouse Electric Corp. has | 
allocated $500,000 for an intensive | 
three-week campaign to promote 
its new 1957 “bread band” tele- 
vision line. 

The campaign starts this week 
with “Studio One” (CBS-TV) 
commercials. This will be followed 
by heavy magazine, Sunday sup- 
plement, newspaper, business pa- 
per and point of sale promotion. 


s R. W. Johnson, advertising and 
sales promotion manager of West- 
inghouse’s tv-radio division, said 
the magazine list includes Life, 
Progressive Farmer, Successful 
Farming and The Saturday Eve- 
ning Post. Supplement ads will ap- 
pear in Family Weekly, Parade 
and This Week Magazine. The 
copy is scheduled to appear in 
daily and weekly newspapers in 
83 key cities. 

A wealth of point of sale ma- 
terial will be provided to alert the 
customer at the retail level. There 
will be window and interior dis- 
plays, giveaways and training aids 
for salesmen. Retailers will be 
urged to support Westinghouse’s 
efforts with co-op campaigns; for 
this purpose they will be sup- 
plied with newspaper mats, radio 
copy and tv films. McCann-Erick- 
son is the agency. + 


Carnation Plans Tie-in Push - 

Carnation Co., Los Angeles, the 
Tuna Research Foundation and 
the National Macaroni Manufac- 
turers Assn. have joined forces for 
a three-way Lenten promotion. 
Carnation is planning a campaign 
which includes color ads in 17 na- 
tional magazines and Sunday sup- 
plements. The campaign, built 
around Carnation evaporated milk 
and featuring tuna and macaroni 
products, will also be promoted on 
the “Burns & Allen” and “Annie 
Oakley” tv shows, and also will 
have radio support. Point of pur- 
chase material will be made avail- 
able to grocers. 


Celebrates 25th Anniversary 
Collins, Miller & Hutchings Inc., 
Chicago photoengraver, has issued 
a handsome booklet in celebration 
of its 25th anniversary. A feature 
of the booklet is a sequence of 
color illustrations showing the var- 
ious processes in photoengraving. 
Harry Collins is founder and pres- 


ident. 
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‘ Macy*s Valley Fair is’ in San : , Jose 


< 


4 METROPOLITAN 
~ San Jose 


Up and Coming... 


Billion Dollar Market! 


And the Mercury and News 
is the medium reaching every 


.« « That Includes Valley Fair 
500,000 square feet of sales space 


part of Metropolitan San Jose 


Y 110,000 Daily Circulation* 


12,000 cars, daily parking capacity 


Up 12.2% 


VY 93,000 Sunday Circulation* 
Up 13.4% 


V 19,974,000 Retail Linage** 
Up 8.8% 


* Publisher’s Monthly Statement 
** Media Records, Jan. 


-Nov 1956 


SAN JOSE 


Mercury ano News 


MEMBER OF THE METRO SUNDAY COMICS NETWORK 
REPRESENTED NATIONALLY BY RIDDER-JOHNS, INC 


Heart of California’s Second Gold Rush 
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Luxurious—Archibald Holmes & 
Son, Philadelphia, will break its 
1957 consumer campaign with this 
color bleed page in the March 
House & Garden and Vogue and 
April House Beautiful and The 
New Yorker. Galbraith-Hoffman 
Advertising, New York, is 
agency. 


S. Ferger 
Taylor 


NAEA DOINGS—William Gillen, Batten, Barton, Durstine & Osborn, talks 
newspaper business with Roy Newmyer, Toledo Blade, during a luncheon at the 
Newspaper Advertising Executives Assn. convention held in Chicago. New NAEA 
officers are Russell W. Young, 2nd vp, Seattle Times; Charles B. Lord, exec vp, Indi- 
anapolis Star & News; Gilbert P. Swanson, president, Spokesman-Review & Spokane 


R. Ferger 


WELCOME—Lewis S. Fidler, director of general adver- 
tising of Scripps-Howard Newspapers, greets the 
“Newcomers Group” at Scripps’ 23rd annual retail 
conference in Chicago. With Mr. Fidler are Robert 
Taylor, Chicago office; Roger and Stanley Ferger, 


Fenton 


FUND RAISERS—Chairman of the magazine division for the 1957 March 
of Dimes drive, S. O. Shapiro, vp, Look, displays this year’s polio 
poster at a committee luncheon kicking off the campaign. Members 
of the committee are Cecilia G. Wycoff, Magazine of Wall Street; 
Betsy Talbot Blackwell, Mademoiselle; Robert Fenton, Street & 


Mack lucas 


Harrington 


Kruger 
McComas 


Cincinnati Enquirer; Robert McComas and Kurt 
Kruger, Evansville Courier & Press; Robert Har- 
rington, New York World-Telegram & Sun; Joseph 
Manion, Columbus Citizen; Ray Mack, Washington 
Daily News; Jim Lucas, S-H Newspaper Alliance. 


Fidler 


Young lord 


over the 


Pines Sideman 

Blackweil 
Smith Publications; Paul Young, Conde Nast Publications; Walter 
Weintz, Reader’s Digest; Adrian Lopez, Volitant Publishing Co.; Ned 
L. Pines, Pines Publications; Abner Sideman and William B. Arthur, 
both Look; Henry Garfinkel, American News Co., and Ernest Heyn, 
American Weekly. 


Arthur Garfinkel Heyn 


DECORATED—Frank Folsom (left), chairman of the exec committee 

of the board of Radio Corp. of America, receives the Poor Richard 

Club’s annual Gold Medal of Achievement from Alfred P. Rexford, 

head of Rexford & Co. and club president, at the group’s annual 
Franklin Day banquet. 


Daily Chronicle; George W. Lemons, Ist vp, News & Record, Greensboro, N.C., and 
Robert C. Pace, secretary-treasurer, Danville, Ill. Karl Finn, Cincinnati Times-Star, 
retiring NAEA president, congratulates J. H. (Jake) Sawyer, of Sawyer-Ferguson- 
Walker Co., who received a life-time gold membership card in NAEA for his work 
with newspapers. Watching is Wilson W. Condict, of Moloney, Regan & Schmitt. 


ee Ga ae La a ne een re ne ane Ue CRT SC Sie A Ga en a eal ene ee er Se saml fo ge phe Py a we) Pe oe: Caan Page re | ee cL * ND aetna © A pe Sime 7a ie 
i es a: Rred Sete i ie en a aa gee ee atic: eish oe ere ety * es es a eal < i a a Poe ee aaa Rie oc i ae » a el = aay One oe Sar 
Se lanl Sie eva terre mam ete 7a Be eS Sage 2 ee Pee oy tema On Bn fF Sea : = os Ss Se ae Fe oa coe: | Sas 
BS Ce ae ee oe eee ee a et | ay gs Rg Se ed ae va Cc ae ee eee me aay ei es nee ee 
Far ache ink ey arn ae re Mig Spam aa a rien. aren, ee v So ee - aa yi = the ec i eis RA sy Deo ye ee Ele ne 8 Coa cz Cee A " ee ie 
OO ie pi ea Ne ON eee es A ae eee TS i eT, oS ai ae a he eho ene i RO oe a a ee ae ei ae 
arg ae eo i a - im 5 er PRES ame Bic i es nae ep EE erie Ws! P Eien Pe ot ena Ot See ae eee pee. See eat Ko Ap aS le fn ene a a eee a ae Un ‘2 ene mer ee, Seg Do Fee ey ee 
rs Od ot hae ee eee ‘ Fi ge Womtg ares * : ls See gee eee ee h ee so FP oe AUN ee na poe a gL A = i eer eae ae 3 SNS ae RE ED econ “ety eeita 
Ee ale ges ho ee oar > < F = é . . * : Y z oF es, Bae os 
Ni a circ Daye + ; 
Ree ie aoe * * 
: 
60 Advertising Age, January 28, 1957 
: s ‘ % : . fee : : ; 
ae ata easly - a ae 2 sae i. a a, oe ce oe . 
eae 7 a pani 6 ne dm he pad, ya Se Car eer © Bes 
hee. 4 % ee i Oh ae ESN tet . [oe om " fo Be 
sf es : a ft " tg Tek: . 4. wee es, re ae 5 ers er 
ee. ; 4 {es Mie eae: ; ie: Ae a - gaa io’, aa eee ie 
“ = : ‘oe ae 5 a, ee: SUIS Sct Ce ee koe 
— Boke qT & L779 ‘ay emer a "ff ot * - - oa ee Ogee : 
erin Fone Polite Te — oy pt tae P se ees : + ee “Se 4 
She ioe hae — ss Pe 3 Pe. ol ae Sate Re ——_—— ae _- \ i a a 
Ge. ? ii e ‘ ; ee ee Dae. Bie, = a ee . . 
a Reo ne : oe — : en ae ll ee > - 
mesh Lal ie \ es . ; ¥. a pe i ae “i ww, : 
‘| Z ° i x ee 2 a, 2 Fe ee at 
4 ay 7 r ee = fas - = - = " a rad ‘ ‘a 4 aie ie 3 A re a 
ary te 2 ree es) ay 4 : Pa ae . og =e etre lpm 
ae ae, 4 : * ical : PSs Bears " a ‘ 4 pues i. a 
ee. oi a. . a ae eee ¥ ps Paes ; ie 4 Eig aes — 
ade aie ~ - Poe ee ae x : sk * we a he 4 ie ir ivy = Rae " ; eS 
or. "eae 4 ‘; 24 Hel REY at \ z= : 0 Remy > .<» oe ee he e 
Reo ch “i Coe Ne ¢ ; : wa oS. ah ‘aa " 
oe Be i es if Aes ey : ; ; Ri, i ‘ae i 4S 
ie : ; re 7 . 3 Aves Sag bad : F Sits “Ae vst gh pe eoteee Sar”! a eee oe “ig ay 
ia he i ie ere r oes see . . / a> st, 0*, % ee EAURS Maio ee 2 oad Sie Reeth.” anaes “ON 
Set 65 * Bie ay . ae ee : ‘ wr... ite Sica a eee Soo eae roar. meee ‘ 
yi 4% 4 $0 = : : _ 1. Saar Sa =. tt Te i a on St ae ae er, 
ln eae 4 a ee F ey Dee crt! } : co Tt inediie <a, ‘a ee Ne a eee j 
Bae , ; 3 ‘ rm ool ee oy a adh a lll ii 7 nn = Seats 
aa me oe —— —- cal f- . ~ ie. .-- ep NS ee : SE saa ge 
: j ‘ <7 4 oe Ppt <sAnPU Or Reece oe poe - ee \ as ae an eee ita . ea ae 
. ng ce pee : =< “> q ee ot E , ae . er oe ' 
if ‘t pee a 13a hh wey _ ae J —- -* “a ey ea ; ro co =e atch 
7 : : i — p = =. at . an - & a g 
3 ; pee <2 oe F 4 . or ) — | 
2 ome ae . SRS. Far es f 7 = i] 
= oon <b gage nee tee pe . > 
> nt oe ste eae is ’ ney : . : — ‘ | 
7 a : vhs ils ae : aT : , 
a. ~ ‘os Frye : ‘ 4 ees ; a 7 : ; | 
ie a ~ . 7 aa : coo em  _ . . em 
ah oe 3 ; bs he Oa | ee ae a . : : oa. | 
or 7 | a3 peas | Sha , a rf F eyo io " 
Ene oe a , Peg ely * 1 alee ee + Se > | soe a eet - j oh ete oot | 
oie : _ ih ia | ai ae ee ees Ni Pee eS we r 3 Rape aa 
ena. ’ = — aw J =. ge Bc ieee! 9 ie eee eae Mage 
sia ict 4 i 7. ? Beet ee: er. rh. AP) Ch tee ae 3 Soar ae i i Peta ee i, { 
ie ~~ en ar gt nr maeie Po ne 
crag aie ea a : 2S as 7 peer Roan aes a eles hes: aan «a oo alee gee ats Balm) 
ee. ee <9 “7 : ; : a a re oe ae” tg wii nee a ae ie gh aot? eae § ery bene ree. sas ad ' 
ae 0 ae ee be Ys . een iM “ee ae Pome py ry ae pea e — = Be aa ale: | 
os, é ig + ee ee , or ; . ee a Pas yo. ae = oy 
ines : . a fi ag ae ee is hie m3 ery va Ps 
Bee ies ; . a aieg pcre. te. : LAY aise iL ee aed : 
she = 2 “! Teg a. Se : ie igi apg bath Gene ds 13ers: a Bor gtak : 1a * oA f oe z | 
ee ' "a yo ~. 7 ae é 1 BERS SS meee sare ocr eae er Po ae by ee ae) : a abt ae ce ae 
eae . 4 eo ; ‘ GER SE Fee ee Sere oA ne ne Bt 3 Se a a a ~ ag 
- i wh Sea > Osean si ae oe eee es 0 ee ee 2 ah ta i Baia is ‘ee ere er, ae ee | 
_ . “tas ‘ oa i es iy =m <== Y 
: ; - al eg =: atts si 4 = i Co ee 4 
te” x8 : ey a ey See a as ‘ = . — 
f a Sarita caw Ry ‘ vt Bas a PS eet oe 
i apg eS Conds as Se eg ae pes Dy ae 7 i @ Si 
ee ee J «agi " 4 a 
vee eS x = fe. 
pen od . 
22 oe 
a ee ee 
Pe Young Shapiro Weintz lopez ) 
Wycoff i 
ee 
1 
] 
' | 
| 
. | 
: | 
ol cs ees . [ vig g; we ‘“ x ee ba . es Satie i : ‘, a - 
pigicneaniaad ; ti y ‘ A ae = = oe pa 2h rs ee Seo s pas VY | : é 
Rig ia ee . ae : . ree ‘ * 
as Pr 2 4 * é ’ i 
pee : steel 7 Pre 4 . . 
Riana (stile * . - z ‘ : 
a } i : “ = 
ee. : : f a ‘ : E 4 — 
=) Taw > , wa . 4 aa 
eer Bs ~ oR : tins , 
oe : ; e, Ve> : , 
| | b et a" | . F 
ts ' eg : ‘ ‘ ee _ P \ f ; , 
a coe < id AK, ? 1 Pe § , Ys Z 4 
pte ~~ Ss (S ; et} [) wa ‘ 
ot en . : 7 ‘ * j <4 
ee nee i ese : ‘ é ‘al of * 
. Pee eos poe Pi y _ 
Fey eines p' RS ‘ regen * ~& * ; J vs {235 ‘ 
" - ve ~ lige 5 Oe . Y . Re oe oe 7 - * 
, : P 3 a 7 : * : Jee Es 4, us r — Z 
pee om = ¢ = oe ’ a if Beet be = coe F ‘ - ae f 
Soke ee vi ee “ pt ef Beal te ah. i eg, - pa a Si calihedigal 
aaa ae , 2 Fy : pa eg = iy ere ae Vee 
eee su: re htc “4 ae ‘ F Tee A pe a. i eee . 
be a vl nia Me ws hr eee) Oe 7) Ee ea ote ie Pia pis as 5 ae aie: Sie 
ee j “4 - es ah ae aie. ree ae ee ee i le 0 
ie ak . § 2 ae e. : ee ai oe igen ee eZee Ge ie, es £ “ee 
Bee 4 iy ieee . _ ee aes ’ : eget Se oy ot, eee 9 ay Re eee ; Te dee ee > ava = 
oes anes " » tas 2 ae 3 ily conte Bi, ma »> ee eRe de “gece ea — — —Clti( 
Paes 4 4 pt em i nd oe eet ieee my Ja ‘ Pah teeter Blea. Ae. oe , 2 oe! 
Biren ; eS ee ee Aaa 8 ee Sg re? ip pera: , ieee dg pe ae oe 
ene 4S RE ee ee Ne Oe ee eae | i py oe eee aes coo ae 
as : ae jae ae an sta hi ct hes es eee Pe eg - Se ea 5 z a aie! as: : 
ies ‘ fae ae: ‘cats ee ee 8S gan ie cue I Br ee Bite? se le a f nh” Senet, So. ae aa H 
mart BO ee it a tel ore Fone Be nn in@iaya en ee 5 ce : — eRe i 
_ see ce ; % ce ie aa a ee Se ees, ae ad Re ete We had | pili Toe is Sarita a | 
=2i eas. . ; t te eg aerate oc, es. re Ce a a ood al? ay, Rate Tee ae sian ; ae Sa ee 
Pee : 2 ‘ 4 Saceee sy Keaniear B i Src ee ti 
Os ahaa ee en eee . i all } 
eg Meroe -t : ees ; 
ee hat ones a ea pene j 
ee he Cae 
pepe a — a . 
Pest mE, 
ae, Ate 
= ie Se ee { 
me } 
ae elt { 
oR 
Ole \ 

{ 
ae : ' 
ia 
be aia! arte 
a Se eee iy ; 

ey ae _ . —ae 3 . 4) a i : 1 ry: by & { : 1 
ae memes "es 3 * ¥ 5 2 é: a, - z ; i 
Gee tear ae - ba: ay owes ee As ae ae ’ 4 

soe ee 4 : a Tes = eae peat eee ee tui i : 1 

Se Se ne ee a . ‘ q ie . Beak ete ae ie 

a 2 5 : ; al ; a ‘ 2 ae - ys : j 

; ——— a ae a ; i 

. ; ; ‘ a : 
+4 , a a | ie oad ped ; 
: ‘ * —_— : * ‘ . ‘ m : - 2 H : 
‘ Er: ‘ ’ : — 
: fe 2 me’: aoe _ ee ts ’ ; ; . . 
x “io i he i rs i : : . 
5 5 e.. re 35 veh. a ah ‘ eg ¢ % | 
a hie z ' o f | * Ce Pe, = sj . Sa a : 
a : 7 A ak ar : a 4 “ J 

: 7 aes = ae ae BS ia ae : (4 ’ 
rae er a : wap 4 id . : Pr a. aa a ee 4 : 
et : ‘ . . ate , Pi Bee 4 Se a... -: ; / 

; i <> > - \ aT aed a. oe f ' : 

: ‘ . . oy Ee ‘ EA ce _ we a 4 =" , : asa. ; te 

: ats a i ue ie « wd i , wen ' vara 4 
a kl ‘ Ai ae ; Na ip aT ‘ i iss g : ae + es Gn —. ‘ : 
eee ee ee 7 oe a Se a oe ' A i sual ere ey fe ) eS i , ; Be xs 

Fee: a ees id om A hat i a - 4 D., ig ee a ee, * 4 os - . t gn 

es oe ay ; & * bees nt < i : { wet ¢ ae, ni a La : ‘ 5 >» toa : Fa | 
ee. = s FS i . fet » 4 ; . | a a a F caer re * iy =a a ‘2 ; 

: re poe on ~ f 1 , a & : “4 uo Sn i 3 o ae wJ -_ F : 

ae =- i , d cae, j é ’ ogee iis 5 or ’ , eo ae ; Zl 
BS te ee . Sa. . , are 6 sna Ve +s et 4 J i pM f ; _-F ue 
d 3 ; ; : * aegcioe . 
-¥ ae ~ : : 5 ; 
— Gillen Newmyer es Swanson Lemons Pace Condiet Sowyer Finn 
Po Pare fae 
ae? Cio ee 
=o ee 
opie ee 
SS) gies engi 
ee ieee i a i mee St et ai eS ety en a melee fei te Tate as Rk asi ses On cad Bue Pra ).. -Ae ae ee eee 
he oe aa ee ef eee ee ee a, me VE USE SERINE ghee ago ain etc Weare atte fries 
ee eas | ee MI at es ea ene eee ee ee i oe 
eR ge Sree OS ee re nC ee ee en, 0 ea gee I iS eat ow mer oh eg rn a ae ee Ae OB Rglnas Sees SE 
SE ows SEES OLE SMR nee eke aah oe ee fects nonin hy  atecch i iets hc aioe Pa ear ins aera ere ee ak ie the ie Ls SEAMS ANG! Se sei 20) ieee 


An amazing 


demonstration 


of the power of 


a magazine 


Whatever you sell, you expect action for your ad dollar. 

You can’t always pinpoint this action when it hap- 
pens, but sometimes you can! 

Here’s a shining example of the way Better Homes 
and Gardens generates ACTION. This particular in- 
stance is in the home building field. BUT—as you read 
it, remember that BH&G is a “prime mover” in food, 
automotive, appliances, decorating and many other 


to move people to action! 


Meredith Publishing Company, Des Moines 3, lowa 


fields closely associated with modern living in the better 
homes of America. 

No one who makes, sells or advertises products des- 
tined for this primary market—the home—should be 
unaware of the way BH&G stimulates action. Whether 
you sell aspirin or vinegar, gasoline or cosmetics, this 
story may be an eye-opener for you! 

. .. for facts and figures, turn page. 
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Better Homes & Gardens Fourth (1 
first seen by 15% MILLION people in tl 


2 million people went out of th 


When 2 million people forgo their week-end comfort and turn out on 


foot and by car to see a model home, that’s news! Yet it’s a typical response 


of the idea-hungry American public when presented with a feast of new 
ideas by the magazine they look to for ideas! 
The 1956 Idea Home is only one example of BH&G’s widespread success 


in dramatizing the freshest, the soundest ideas in home building and 
furnishing. Because BH&G is so sensitive to the needs of the home-minded, 
BH&G promotions win tremendous support from the building profession 


THE POWER THAT MOVES SO MANY MILLIONS TO AC 
during the year... 


1, of America reads 
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356) Idea Home was 


1e pages of the magazine Let these builders 


tell you what the action 


inspired by BH&G 
means to their 


FLORIDA— ‘‘Many requests for ideas for 
use in homes now under construction. 
This was the most effective inducement 
I have ever employed to stimulate inter- 
est in my development. It takes the 
prestige of an authoritative magazine 
such as Better Homes & Gardens to 
attract so much attention. I am pleased 
to have had the opportunity of working 
with you.” 

—Ernest C. Widmer, Daytona Beach, Fla. 


ILLINOIS—‘‘All the business I can do. 
Population of suburban town — 6,000; 
attendance—5,200.” 

—Charles R. Hosler, Kendallville, Ill. 


MISSOURI—‘“‘An excellent promotion. 
Sold the house the first day. The house 
was in the same price range as other 
homes in our Warwood Hills project, so 
it brought us many good prospects. It’s 
the best promotion we have had.”’ 


—Burton W. Duenke Building Company 
Kirkwood, Missouri (St. Louis) 


SOUTH DAK OTA— ‘This was the largest 
promotional program for home building 
, that has ever been carried out in Rapid 
City, and it created more interest in new 

4 t 4 4 t ° t M4 ? homes than anything that has ever been 

ir way ©) V1sl 1 in person * done before. The materials suppliers 
; agree that it is the best method they 
3 have ever found to show new materials 


and products.” 
—Dallas Smith, Rapid City, S. D. 


as well as the public. Proving the point, 96 Idea Homes were built, for 


. ° ° TENNESSEE—“‘. . . largest turnout for a 
display and eventual sale, with a capital outlay of nearly $3,000,000 by niu chisiiient tai Boulet Giatee tes 
the builders the Ives! last ten years and probably the largest 


single opening day attendance on record. 
The public as well as the suppliers co- 


The great moving force which draws record crowds out to see a BH&G- 


operated to the utmost .. . Thanks 
promoted model home is also a moving force behind the sale of anything of aan? at 2 i 


- you advertise in the way of consumer goods and services. Dollar for dollar, Weobeemamnanacatbaaaiins oo 


your advertising works harder and longer in Better Homes & Gardens 
than in any other advertising medium of any kind! 


OKLAHOMA — ‘‘Have a contract on 
Model Home with five more families 
wanting us to build 1956 IDEA HOME. 
Anticipate next six months’ business 
from contacts made in IDEA HOME.” 

—JdJim Nuckolls, Tulsa, Okla. 


TION CAN GO TO WORK FOR YOU! 


Better Homes and Gardens 
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Milner Plans 50% Ad Increase, 
Trade, Consumer Contests 
Milner Products Co., Jackson, 
Miss., plans to spend 20% of its 
estimated sales for 1957 on ad- 
vertising and promotion—a 50% 
increase over the 1956 budget. 
Trade and consumer contests, 
running concurrently, offer free 
Florida vacations. The vacations 
for the trade will be awarded for 
merchandising support given the 
consumer contest and Méilner’s 


| household products—Pine-Sol, a 
| disinfectant - cleaner - deodorizer, 
and Perma starch, a semi-perman- 
ent plastic starch. 

The trade contest, according to 
Howard S. S. Cohoon, president, 
“has been instituted to help 
spark an anticipated 45% sales in- 
crease in 1957.” The company ex- 
pects to gross $7,000,000 in 1957 
and plans to spend $1,500,000 on 
advertising and promotion. Be- 


sides the trade awards, 40 home- 


makers will win Florida vacations 
fer submitting the best household 
hints. Gordon Best Co., Chicago, 
is the agency. 


Railroad Boosts McIntyre 

The Southern Pacific Co., San 
Francisco, has appointed Robert 
D. McIntyre assistant advertising 
manager. Formerly ad manager for 


ert Lehmann, who resigned to join 


the company’s operations in Texas | 
and Louisiana, he succeeds J. Rob- 


Hixson & Jorgensen, Los Angeles, 
as an account executive. Charles 
R. Dunn Jr., formerly Mr. Mcin- 
tyre’s assistant, has been named 
to succeed Mr. McIntyre. 


Wanzer Appoints Dunmore 
Sidney Wanzer & Sons, Chicago 
dairy, has appointed Edwin Dun- 
more manager of advertising and 
sales promotion. Mr. Dunmore for- 
merly was advertising manager of 
the Chicago division of Kroger Co. 


The annual family income of Mirror-News reader-families is 
$1,583,476,744. And how do they spend it? Food 


stores get 337 million . . . automotive stores, 260 million... 


apparel stores account for 91 million... drug stores 


take in 46 million. These are some examples of 


the purchasing power of the more than 307,000 active, 
able-to-buy Southern California families who look to 


The Mirror-News every day for their quality newspaper 
needs and buying guidance. 


MIRROR-NEWS 


FIRST IN HOME-DELIVERED CIRCULATION © FIRST IN TOTAL ADVERTISING VOLUME IN THE LOS ANGELES AFTERNOON NEWSPAPER FIELD 


Virgil Pinkley, Editor and Publisher 


REPRESENTED NATIONALLY BY O'MARA AND ORMSBEE, 


(Estimates of average family expenditures in the Los Angeles 
Metropolitan Area (1955) adjusted on Home Audit findings on family 
income and family size for Mirror-News families.) 


INC., NEW YORK. CHICAGO, DETROIT. SAN FRANCISCO 
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‘Gotham-Vladimir 
Opens New Office 
in Puerto Rico 


New York, Jan. 22—Andrew 
Vladimir, 24-year-old son of agen- 
cy president Irwin A. Vladimir, 
left Gotham-Vladimir Advertising 
last June to become sales manager 
of WAPA-TV in San Juan, Puer- 
to Rico. 

Today, Gotham-Vladimir an- 
nounced that as of Feb. 1, it 
will have a branch office operation 
in San Juan. The general manager 
of the office will be young Andy 
Viadimir, who has left WAPA. 

The San Juan office—to be in- 
corporated as Gotham-Vladimir 
Advertising of Puerto Rico—will 
be the agency’s first branch out- 
side of the continental U.S. 

Irwin Vladimir announced that 
despite the establishment of this 
office, the agency will not disband 
the associate relationship it has 
with Publicidad Badillo, the largest 
agency in Puerto Rico. “Badillo 
will act in an advisory capacity to 
the new company,” he said. 


= The two agencies—Gotham- 
Viadimir and Badillo—apparently 
plan to pool their financial and 
management resources, while 
keeping creative functions strictly 
separate. On accounts which might 
be considered competitive, there 
will be “no liaison whatsoever,” 
Mr. Viadimir emphasized. 

Mr. Vladimir added that this 
step was dictated by the rapid 
growth of the Puerto Rican econ- 
omy. He noted that the island’s 
gross product was $1.2 billion in 
1956, as against $277,000,000 in 
1940, and per capita income has in- 
creased from $148 a year to $500 
in the same period. 


® The most striking development, 
he said, has been the rise of tele- 
vision. There are now 140,000 tv 
sets in Puerto Rico and by 1961 
three out of four families are ex- 
pected to be tv viewers. 


Cargill & Wilson Names 
Hall; Adds McDaniel & Sons 
Cargill & Wilson, Richmond, has 
appointed Robert C. Hall Jr. di- 
rector of its media department. He 
formerly was a media executive of 
VanSant, Dugdale & Co., Baltimore. 
The agency has been named to 
handle advertising for Sam Mc- 
Daniel & Sons, Bedford, Va., pack- 
er of Bunker Hill canned meat 
products. 


Hackbarth Joins Kimberly 

Henry J. Hackbarth, with Cram- 
er-Krasselt Co., Milwaukee, for the 
past 12 years, has been appointed 
brand manager for building and 
household products by Kimberly- 
Clark Corp., Neenah, Wis. He will 
be responsible for promotion of 
Kimsul insulation, Marvalon shelf 
and drawer lining and adhesive 
veneer. 


Pe USE 


MISSOURI NEWSPAPERS 


THE EASY WAY 
Whether you use one or all of 
Missouri's 398 newspapers it’s 
easier, faster, cheaper with Mis- 
souri Press Service. 

ONE ORDER—ONE BiLi— 
ONE CHECK 
free d 
eg CEE 
Sunday. Write . . 
MISSOURI PRESS SERVICE, INC. 


WALTER WILLIAMS HALL 
Columbia Missouri 
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Coming 
Conventions 


*Indicates first listing in this column. 

Jan. 27-29. Assn. of Railroad Advertising 
Managers, Statler Hotel, Los Angeles. 

Feb. 1-3. Eastern Intercity Conference 
of Women’s Advertising Clubs, Baltimore 

Feb. 6. Associated Business Publica- 
tions, annual Midwest Conference, Con- 
gress Hotel, Chicago. 

Feb. 13. Charlotte Advertising and Mar- 
keting Institute, Barringer Hotel, Char- 
lotte, N.C. 

Feb. 17-18. Midwest Newspaper Adver- 


tising Executives Assn., semi-annual 
meeting, Hotel President, Kansas City, 
Mo. 


Feb. 22-23. Northwest Daily Press Assn., 
38th annual meeting, Radisson Hotel, Min- 
neapolis. 

Feb. 25-26. New England Newspaper Ad- 
vertising Executives Assn., winter meet- 
ing, Parker House, Boston. 

March 7. Associated Business Publica- 
tions, annual eastern conference, Roose- | 
velt Hotel, New York. 

March 9-10. Annual Missouri News- | 
paper Management Clinic, School of Jour- | 
nalism, University of Missouri, Columbia. 
Sponsored by the School of Journalism, 
Missouri Press Assn., Missouri Advertis- 
ing Managers’ Assn. and Missouri Cir- 
culation Managers’ Assn. | 

March 13-15. Assn. of National Adver- 
tisers, spring meeting, The Homestead, Hot 
Springs, Va. 

March 22-31. International Photographic 
Exposition, National Guard Armory, 
Washington, D.C 

*April 7-11. National Assn. of Radio and 
Television Broadcasters, annual conven- 
tion, Conrad Hilton Hotel, Chicago. 

April 10-12. Point-of-Purchase Advertis- 
ing Institute, 11th annual symposium and 
exhibit, Palmer House, Chicago. 

April 13-19. National Business Publica- 
tions, spring meeting, Americana Hotel, 
Bal Harbor, Fla. 

April 25-27. American Assn. of Adver- 
tising Agencies, The Greenbrier, White | 
Sulphur Springs, W. Va. 

April 25-27. Advertising Federation of | 
America, Fifth District, Fort Wayne, Ind. 

April 25-27. Advertising Federation of | 


America, Ninth District, Hotel Mayfair, | 
Sioux City, Ia. 

May 2-3. International Advertising | 
Assn., New York. 

*May 3-4. Eighth annual Advertising 


Institute sponsored by the Atlanta Adver- 
tising Club, Dinkler-Plaza Hotel, Atlanta. 

May 5-7. Magazine Publishers Assn., 
The Greenbrier, White Sulphur Springs, | 
W. Va. 

May 10-11. International Affiliation of | 
Advertising and Sales Clubs, 55th annual 
conference, Sheraton-Brock Hotel, Ni- 
agara Falls, Ont. 

May 12-15. National Newspaper Promo- 
tion Assn., Jung Hotel, New Orleans. 

May 16. Fourth annual advertising 
conference, University of Michigan, Ann | 
Arbor. | 

May 16-18. Southwestern Assn. of Ad- | 
vertising Agencies, Galveston, Tex. | 

May 26-29. Associated Business Publica- | 
tions, annual spring conference, The | 
Homestead, Hot Springs, Va. } 

June 8. Advertising Federation of Amer- | 
ica, Fourth District, Hotel Fontainebleau, | 
Miami Beach. | 

June 9-12. National Industrial Adver- 
tisers Assn., 35th annual conference, Wal- 
dorf-Astoria, New York. 

June 9-13. Advertising Federation of 
America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach. | 

June 10-11. Outdoor Advertising Assn. | 
of America, 5th painted display confer- 
ence, Hotel Sherman, Chicago. | 

June 16-19. Poster Advertising Assn. of | 
Canada, Sheraton-Brock Hotel, Niagara | 
Fails, Ont, 

June 16-19. Newspaper Advertising Ex. | 
ecutives Assn., Grand Hotel, Mackinac Is- | 
land, Mich. 

June 19-21. American Marketing Assn., | 
national convention, Hotel Statler, Detroit. 


June 24-28. Advertising Assn. of the 
West, 54th annual convention, Hawaiian | 
Village, Honolulu 

Sept. 11-13. Direct Mail Advertising | 
Assn., 40th annual convention, Sheraton | 
Park Hotel, Washington, D.C. 

*Oct 14-15 Agricultural Publishers | 
Assn., annual convention, Chicago Ath- 
letic Assn 

*Oct. 21-22. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Nov. 10-14. Outdoor Advertising Assn 


of America, 60th annual convention, Jung 
Hotel, New Orleans. 


People’s Drug Drops Stamp 

After a nine-month test in its 40 
stores in Maryland and Virginia, 
the big People’s drug 
has posted notices that it will dis- 
continue Top Value trading stamps) 
on Jan. 31. The stamps have not! 
been used in People’s stores in| 
Washington because of a law which | 
prohibits trading stamps in the. 
District of Columbia. Officials of | 
the chain are reported to be con-| 
vinced that the stamps do not bring 
in enough profitable business to 


Carr Elected Chairman 


of MAB, PIB, PPA 

William B. Carr, McCall Corp., 
has been elected chairman of the 
Magazine Advertising Bureau, 
New York. Frank Braucher was 
renamed president, and W. H. 
Mullen was renamed secretary. 
Other officers named include Reg- 
inald Clough, Reader’s Digest, and 
Harry Dunlap, Hearst Corp., vps, 
and Gibson McCabe, Newsweek, 
treasurer. These men also head 
Publishers Information Bureau. 

Periodical] Publishers Assn., New 
York, will be headed by the fol- 
lowing during the next year: Mr. 


Carr, chairman; Mr. Braucher, | 
president; Edward Von _ Tress,| 
Curtis Publishing Co., vp; Mr. 
Dunlap, treasurer, and Florence 
Ficke, secretary 


‘Pittsburgh Sun-Telegraph’ 
Plans Sunday Section 

The Pittsburgh Sun- Telegraph | 
plans to start publication of a 
color-rotogravure Sunday newspa- | 
per section, beginning March 17. | 
The section, which will be known! 2° oo Sar 
s “Pictorial Living,” will succeed | ' 


If you sell through Industrial Distributors, 
they’re looking for you right now in... 


P.S. And if you don’t, 
find out what they can 


Industrial. Distribution 


A McGraw-Hill Publication (ABC-ABP) New 


Write for 
handbook, 
“Industrial Distributors” 


its predecessor, “Pictorial Review,” | 
a letterpress tabloid color supple- 
ment. 


Superior recognizes that fact and we’re geared to handle work that’s smoking when we pick it up. How? 
With plenty of people who know their trade . . 


-call SUperior 7-7070 


pay for themselves. i 


Let’s face it... most engraving jobs are hotter ’n a two-dollar pistol. 


. with the latest equipment and techniques and 
with a fireball night shop. Rush work is just routine at Superior. 


DAY & NIGHT 


LETTERPRESS AND OFFSET PRINTING PLATES SUPERIOR ENGRAVING CO, 215 W. SUPERIOR ST., CHICAGO 10 
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Mercury Promotes Luggage Handling for Air 
Passengers via Intense Direct Mail Drive 


New York, Jan. 22—The first 
flight of a new Northeast Airlines 
service, which took off from New 
York Jan. 20, bound for Miami, 
carried with it some special “first 
flight cover” letters of special in- 
terest to stamp and cover collectors. 

They also are of special interest 
to Mercury Service Systems, a New 
York area messenger and trucking 
service. The letters, addressed to 
executives of leading airlines, are 
part of an intensive direct mail 
campaign Mercury has been carry- 
ing on since last June, approxi- 
mately at two-week intervals, to 
promote its special airport-to- 
local-destination baggage service 
for airline passengers. 


s According to Irving Seiden, 
Mercury’s vp, the service was or- 
ganized in mid-1956 (1) to handle 
the luggage of the passenger whose 


If you haven't gone 


GO TO YOUR NEWSSTAND 


busy schedule prevents him from 
waiting at the airport to pick it 
up himself, (2) to pick up and de- 
liver baggage that has been 
checked through to a New York 
area destination and (3) to relieve 
both the airline and the passenger 
of the problems concerned with 
finding and delivering the occa- 
sional misdirected suitcase. 

In cooperation with the Carey 
Transportation Organization, 
which handles passenger move- 
ments to and from this city’s three 
airports, baggage is moved from 
the airports on each of several 
hundred daily bus trips, and then 
by Mercury messenger to its as- 
signed local destination. 


® The direct mail campaign has 
consistently informed airline ex- 
ecutives of the features of the pro- 
gram. Following the June initial 
mailing, subsequent letters and 
postcards announced extension of 
hours during which the service 
would be available, tariffs from 
each of the airports to various 
points in the metropolitan area, in- 
itiation of a 24-hour telephone an- 
swering service and other new 
features. 


The fourth letter in the cam- 


GO DIRECTLY TO YOUR: 
MEETING 


e ae 2 r 
ee aos ES 


paign, according to Mr. Seiden, 
pulled a 36% return. It offered, 
without charge to the cooperating 
airline, a sign informing the trav- 
eling public of the baggage delivery 
service. In addition to a return in- 
quiry card, each letter in this mail- 
ing included an 8x19” photographic 
print of such a sign which at that 
time already had been put on dis- 
play by American Airlines. 
Following this mailing piece, 


CITY ZONE 


MORNING EAGLE ..... 


EVENING EAGLE ..... 
EVENING BEACON ... 


RETAIL ZONE 


MORNING EAGLE .... 
EVENING BEACON ... 


TOTAL NET PAID 


MORNING EAGLE .... 
EVENING EAGLE ..... 
EVENING BEACON ... 


MAR, 31 
1950 


51,836 
52,380 
50,440 


19,475 
31,298 


74,726 
56,138 
. 105,261 


SEPT. 30 % of 
1956 GAIN 
68,739 32.6 
68,339 30.5 
56,486 12.0 
25,745 32.2 
25,050 20.0 loss 
100,025 33.9 
71,663 27.7 
100,245 4.8 loss 


A.B.C. PUBLISHERS’ STATEMENT 
TREND COMPARISONS CALCULATED 


ME- Avoid oid Handling | Heavy leavy Bagg a 


: LUNCHEON OR 
| PERSONAL ACTIVITY 


- Amerigans NEW "To Your Door’ Baggage Service 
Delivers your Baggage, through the coqperalime — 


s 

CAREY TRANSPORTATION 4=/ MERCURY SERVICE SYSTEMS, do ger 
OME. OFFICE, CLUB ox HOTEL "4 
“Ask the American Airlines Agent or the : 
Ground Transportation Representative for DETAILS = 


WINGED FOOT BAGGAGE—Mercury Service Systems’ 
ter, enclosing this photo of how American Airlines is offering a 
baggage handling service to travelers, drew a 36% return. 


APPOINTMENT > 


Manhattan, Bronx, 
Brooklyn or Queens 


direct mail let- 


Mercury circulated a letter to its 
list announcing the creation of a 
new “special expedite card,” a 
sample of which was enclosed with 
the letter. Designed for use with 
luggage delivered to hotels, the 
eard is filled out by Mercury’s 
driver at the time of delivery and 
placed in the customer’s hotel 
mail box. In addition, a special tag 
is affixed to the luggage, calling 
the bell captain’s attention to the 
fact that the traveler has been no- 
tified of delivery. 


® This mailing piece was followed 
by a special letter addresed to hotel 
bell captains throughout the city, 
thanking them for cooperating with 
Mercury in expediting luggage de- 
liveries. 

Although airline officials have 
responded encouragingly to Mer- 
cury’s mailing campaign, Mr. 
Seiden says, the company is still 
faced with the major problem of 
acquainting the traveling public 
with its service. The signs Mercury 
offers for display at ticket counters 
and terminals are a partial solution 
to this problem; in addition, the 
latest mailing in the campaign of- 
fered ticket envelope stuffers, sup- 
plied without charge by Mercury, 
to promote its service to the con- 
sumer. 


® American Airlines, according to 
Mr. Seiden, has agreed to use about 
105,000 of these slips each month 
in its ticket envelopes, in addition 
to some 20,000 that will be dis- 
played as pick-ups at the airline’s 
service counters. Mr. Seiden is con- 
fident that this use, by a major 
airline, will stimulate competitive 
companies to make similar use of| 
these slips in the near future. His 
letter also suggests that the airlines 
insert these throwaways in the 
flight kits that are furnished to 
passengers. 

In addition to the regular direct 
mail series, which it plans to con- 
tinue indefinitely, Mercury also 
distributes three special letters to 
those executives who have received 
the company’s salesmen and have 
shown special interest in the bag- 
gage handling service. * 


‘Business Week’ Appoints 
District, Circulation Heads 

Business Week has appointed 
three new district managers. The 
new advertising sales managers are 
Alfred L. Blessing, formerly De- 
troit district manager, who be- 
comes Los Angeles district man- 
ager, a new post; Richard J. 
McGurk, previously on the St. 
Louis sales staff of Power, Detroit 
district manager, and John F. 
Juraschek, formerly with Ameri- 
can Machinist, New York district 
manager. 

Business Week also has named 
Ralph Blackburn to the new post 
of circulation manager. He joined 


McGraw-Hill Publishing Co. in 
1953 as assistant mail promotion 
manager of Business Week and for 
| the past two years had held other 
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Tony Martin Sues 
Shaw for $13,250 
on Unused TV Show 


Cuicaco, Jan. 22—Singer Tony 
Martin filed suit in U. S. district 
court here last week against John 
W. Shaw Advertising, charging 
that the agency owes him $13,250 
for a kinescope television show 
that he produced for Shaw last 
year. 

In his suit Mr. Martin claims 
that he produced a kinescope of a 
show which eventually was run on 
“The Tony Martin Show” on NBC 
Feb. 27, 1956. Sponsor of the show 
was Webster-Chicago Corp. 

Mr. Martin charges that he was 
not paid by the agency for this 
show, although his contract with 
the agency provides a payment of 
$13,250 weekly during the first 
year, $14,250 the second year and 
$15,250 for all time exceeding two 
years. A photostat of the contract 
was filed with the suit. 


= John W. Shaw, president of the 
agency, expressed surprise that the 
suit was filed. “I thought our law- 
yers had this matter settled,” Mr. 
Shaw told Apvertistnc Ace. “Are 
you sure the suit was filed?” he 
asked. 
Andrew Hamilton, attorney for 
the agency, said he thought the 
$13,250 should be paid by NBC. 
He explained that time for a kine- 
scoped show prepared for presen- 
tation Jan. 1, 1956, had been pre- 
empted by NBC because of the 
Rose Bowl game. 
This show, which was keyed to 
New Year’s Day activities, never 
was used, he said. Later it was de- 
cided to make a new kinescope; it 
was run Feb. 27. Under a contract 
between the agency and NBC, the 
network can pre-empt shows, but 
it must reimburse the agency, Mr. 
Hamilton said. 
He added that he has been in 
contact with NBC to get the mat- 
ter straightened out. “I want to 
make it clear that the Shaw agen- 
cy has not refused to pay Mr. Mar- 
tin,” he said. “We have merely 
delayed payment until we settle 
the hassle with NBC.” 

A spokesman for NBC declined 
to comment on the suit; it does not 
name NBC as a defendant. e 


Heintz, Scholts Merge 

Heintz & Co., and Scholts Ad- 
vertising Service, both of Los An- 
geles, will merge Feb. 1. All ac- 
count servicing and personnel will 
be in the present offices of Heintz 
& Co. at 611 Wilshire Blvd. The 
Scholts Advertising Service name 
will be continued as a division of 
Heintz & Co., which also has a 
San Francisco office. Scholts Ad- 
vertising was founded by the late 
William G. Scholts in 1923. It has 
been operated by his son, Tom, 
since the founder’s death in 1950. 
Mr. Scholts becomes a vp and 
member of the executive board of 
the merged agencies. 


A GREAT Little PREMIUM! 


Handi-Kuttor 


CLICK—Iit's A Razor-Blade Knife! 


7 
ag 


CUCK— —— Safe for Pocket or Purse! 


EVERYBODY can use it... Ideal ay 
promoting sales — 
Compact — attractive — A 3 


space for imprinting name or trademark. 
Ask for FREE Sample, Prices, and 
Details " about Ad Card Distribution 
Method. 


KENWORTH MFG. CO. 


12317 W. Lisbon Ave., Milwaukee, Wis. 


| promotion posts. 
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PROMOTERS—These girls display direct mail pieces used by Western Seis procurement). Our nearest office will supply sample 


Waxide Specialty Packaging division of Crown Zellerbach Corp., THE AMERICAN WEEKEND copies, rates and market data book, ““Timely Facts.” 
San Francisco. The first mailing, a paint set, emphasized “correct s 

aap Of sieaide aamed* tn: aed iy exeelt.% Suentias Ben. U.S. COAST GUARD MAGAZINE ARMY TIMES PUBLISHING CO.: 2020 M St.,N.W., Washington 6, 0.C. 
pointed out that proper colors and “your brand add up to a pack- THE MILITARY MARKET &. & OFFICES: Chicago, Detroit, Honolulu, Los Angeles, New 

age personality,” and the third, cooking spices, suggested “taste ARMY-WAVY-AIR FORCE REGISTER och, VIE as weeks Sane 


excitement wrappers.” 


OT ERR RE NAST A EEDA IEA EE ESE EES GA YE A RETIRED OIE SSE TERNS 
Army Times, Air Force Times 
and Navy Times reach and sell top ranking 
military procurement officers, as well as servicemen 
and their dependents in the $9,000,000,000 
military consumer market. 


Available in U.S. Editions, Pacific Editions and/or European Editions 


Let us show you how you can get the most advertis- 
ing results in the $38 Billion Military Market ($9 
Billion annual spendable income of U.S. Armed Forces 
Weeklies _ personnel; $29 Billion spent annually for military 


FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


Saperstein Offers 
New Aid to British 


Merchandisers: Elvis 


Lonpon, Jan. 22—British adver- 
tisers are being offered a chance to 
tie in with the growing Elvis (the 
Pelvis) Presley cult. Henry G. 
Saperstein, president of H. G. 
Saperstein & Associates, marketing 
consultant, of Beverly Hills, Cal., 
which holds exclusive rights to the 
Presley name, is in Britain to open 
a European office. 

Mr. Saperstein told a news con- 
ference he expects to open an of- 
fice in London and talk with Brit- 
ish manufacturers and retailers 
wanting merchandise tie-ups with 
Mr. Presley and other popular en- 
tertainment figures. 

He said that apart from Mr. 
Presley’s, his company holds sole 
rights to the merchandising use of 
the names, “Lone Ranger,” “Wyatt 
Earp,” “Lassie” and other members 
of the entertainment world. 

Describing the “fantastic propor- 
tions” of the Presley cult in Amer- 
ica, Mr. Saperstein told reporters: 
“In the last three months, my com- 
pany has sold more than $22,000,- 
000 worth of Elvis Presley items— 
bracelets, guitars, embroidered 
jeans, fluorescent autographed pic- 
tures and lip-sticks listed under 
Presley record titles, such as 
‘Hound Dog’ Orange, ‘Heartbreak 
Hotel’ pink and ‘Tutti Frutti’ 
red.” « 


More Addenda for 
100 Ad Leaders 


Cuicaco, Jan. 22—Following are 
corrections, deletions and additions 
to the ADVERTISING AcE marketing 
profiles on the nation’s 100 leading 
advertisers that appeared in the 
Dec. 24 issue: 

On Page 17, Admiral Corp., Chi- 
cago, add under heading Advertis- 
ing Agencies, the following to the 
Henri, Hurst & McDonald person- 
nel: 

James Sweeney, account group head for 
electronics. 

On Page 50, delete the personnel 
listing for Grey Advertising under 
Radio Corp. of America and insert) 
the following: 

Grey Advertising Agency, New York— 
records and National Broadcasting Co.— | 
L. B. Block, account supervisor; David | 
Strausse and Justin Smith, account execu- 
tives, record division; Edgar Peck, R. Da- 
vid Kimble and H. Lloyd Pierson, account 
executives, National Broadcasting Co. 


Ted Bates Elects Three 

Dwayne L. Moore, an account 
executive with Ted Bates & Co., 
New York, has been elected a vp 
of the agency. Winston W. Kirch- 
ert, media group supervisor, and 
John Doherty, account executive, 


have been elected assistant vps. 


in Canada... *& retail sales che 
in our markets 
than those of 

San Francisco, “\ Denver < 


+. (e323. 
ae) 


‘ te 
‘* ° 
, 7% 
aye t ese 
‘ 


Cx 


and Colorado Springs © Z 


combined! 


Over 2 BILLION, 248 MILLION dollars in retail sales were 
recorded in 1955 in the communities served by the 8 

Southam Newspapers. That’s a retail sales figure greater 

than that recorded in the same year in San Francisco, Denver 
and Colorado Springs combined! 


If you are interested in reaching and influencing more than 
1,550,000 loyal readers daily in this prosperous market—reaching 
them as no other media can—you need all 8 Southam Newspapers. 


F-4914A 


YOU GET ACTION WHEN YOU ADVERTISE IN 


THE SOUTHAM NEWSPAPERS 


OTTAWA + HAMILTON + NORTH BAY + WINNIPEG 
Citizen Spectctor Nugget Tribune 


UNITED STATES REPRESENTATIVE 
Cresmer & Woodward Inc. (Can. Div.) 


CALC ARY + MEDICINE HAT + EDMONTON + VANCOUVER | Si",)ork: Balsll: Ghicegey tg 
Herald News Journal Province : . 
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Ever see a Moebius band?* 


If you'll take a strip of paper, give it a half twist and tape the ends 
together, you'll create a Moebius band—an object with only one side. 


Impossible? Try it. Then try to paint one side blue and the other 
side red. Or cut it down its center and see if you wind up with 
two rings—or only one. 


A German mathematician named Moebius evolved this one-sided 
band in 1858. He proved, we think, that no problem is insoluble 
if you give it enough creative imagination. 


*A mathematician confided 

That a Moebius band is one-sided, 
And you'll get quite a laugh 

If you cut one in half, 

For it stays in one piece when divided. 


DONAHUE & COE, INC. 


Advertising 
NEW YORK ATLANTA MONTREAL 
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Dulling the Keen Edge of Language... 


Grammar Maintains Integrity of Language, 
Must Be Guarded with Care 


“I was disturbed,” wrote Mr. Howard to the editor, “by Alfonso Lomo’s 
comments on grammar in your Nov. 19 issue, and was interested by your 
comment that you might be willing to publish a defense of conventional 
grammar if a good one came along. I’d like to apply for the job, unless 


it’s already filled.” 


Along with Mr. Howard’s letter came the discussion of grammar which 
is printed here because it is well written, pertinent and timely. But this 
must be the last of the discussions of grammar to be presented in these 
feature pages for the time being; further comments or discussion (not ex- 
ceeding 300 words) are welcome for the Voice of the Advertiser. 


By Edward Howard Jr. 
Managing Partner, 
Edward Howard & Co., Cleveland 


It is time that the cocktail-party argu- 
ments over the Winston cigaret slogan be 
ended. The controversy has been amusing, 
but some of the youngsters are begin- 
ning to listen, and we would be negli- 
gent if we allowed them to go away be- 
lieving all they have heard. 

The fellow who was speaking last (Ap- 
VERTISING AGE, Nov. 19) was Alfonso 
Lomo, a philologist. The youngsters were 
impressed by his description of the sci- 
entific approach to linguistic phenomena 
(“. . . without in any way attempting to 
attach subjective values of ‘good’ or ‘bad’ 
. . »”). Not all of them realized that what 
he was urging was a subjective disregard 
for English grammar. 

Let us speak seriously for a moment, 
so the young will not be misled. 


The Heart of the Argument 


The argument in favor of a casual atti- 
tude toward grammar begins with two 
minor sallies. First there is the idea that 
the rules are out of date. No one should 
be required to put up with something 
old fashioned; ours is an enlightened age, 
which should not be bound by old custom. 
This is followed by the idea that the 
rules have never been anything more 
than a bit of specialized etiquette—and 
of course we should not allow ourselves 
to be bullied by etiquette, which is some- 
times based on snobbishness, rather than 
on man’s true nature. 

The two notions are intriguing, though 
they lose a little of their sting when you 
remember that they can be used with 
equal effect in the early stages of an 
argument against our form of govern- 
ment and its methods of operation, or the 
custom of marriage and its various cour- 
tesies, or the country’s system of roads 
and traffic regulations, or any one of 
many other institutions that help us get 
along with one another. They are appeal- 
ing notions, but they do not demonstrate 
any need for change. 


8 The heart of the argument is more 
serious: “If our copy is intelligible and 
its meaning unmistakable, that is all that 
is required.” No reasonable person could 
object to the logic of those words. (One 
might add the idea that sometimes a 
pleasant sound or a pleasant look is also 
required of copy, but this is an addition 
rather than an objection.) 


The real trouble is that this is not at 
all an argument against the rules of 
grammar. Examined with a little care, it 
is discovered to be nothing more than 
one of the popular misconceptions which 
accompany a lack of understanding of 
the art of writing and the problems of 
communication. 

Intelligible copy with unmistakable 
meaning! That is all that is required? 
Since men first began scrawling symbols, 
this aim has been the writer’s chief chal- 
lenge and burden. A good writer is con- 
tinually asking himself how his meaning 
can be made unmistakable. How, he 
wonders, can a word be changed, a sen- 
tence twisted, a paragraph added, a chap- 
ter cut down, to make the meaning 
clearer? There has never been a perfect 
writer, whose meaning was always un- 
mistakable. It is probably fair to suppose 
that every writer who ever lived might 
have become a little better, if he had 
lived a little longer. 


® Is the implication that anyone of or- 
dinary intelligence can make his meaning 
unmistakable? This is naive, unless com- 
munication is limited to simple concepts 
such as “I am hungry,” “He wants the 
book,” or “Eva bounces the ball.” In 
relation to the communication of ordinar- 
ily complex human ideas, it is as un- 
realistic as the adolescent’s craving for 
an unconfusing, simple world, where the 
good guys all ride white horses and the 
bad guys all ride black horses. 

The secondarily implied thought that 
one of the paths to clearer meaning is 
found by abusing the rules of grammar 
is more than naive; it sounds like part of 
George Orwell’s “1984.” It is fit company 
for “war is peace,” and “slavery is free- 
dom.” The fact is that complex ideas can 
be clearly communicated only through 
words which are chosen with precision 
and related to one another exactly in an 
accepted manner. 

Of course it would be pedantic to hold 
Mr. Lomo to the literal meaning of his 
words. He probably meant to say that it 
is enough if you get your general idea 
across clearly; if your audience gets the 
main drift of what you’re saying, without 
serious misunderstanding, that is all that 
is required. Here is the real rub. 


Winston Slogan No Accident 

The Winston jingle has raised protests 
from many who work with the language 
and depend on it for their livelihoods— 
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men and women who think they recog- 
nize the sound of termites nibbling in 
the cellar, and are disturbed by it. We are 
not troubled by suggested improvements 
in the rules of grammar; language is 
living, and will change, but there is no 
suggested improvement here, no pro- 
posed amendment to the rules. If one of 
the stones in the dike which holds back 
the seas of ignorance and mediocrity is 
in need of being replaced, let’s take it 
out, and put in a better one; but the man 
who chips away at the dike with the 
idea that he is opening up new realms 
of freedom for all should have his mallet 
and chisel taken away. 

The Winston slogan isn’t an accidental 
error, made by someone who knew no 
better, before a few tolerant friends. It 
is an intentional way of saying to the 
reader, “We’re not uppity. We're just 
folks, like you. Shucks, you don’t need to 
put on your Sunday duds to do business 
with us.” The audience is not an under- 
standing few; it is a crowd of millions, 
many of whom unfortunately assume 
that anything well designed and well 
printed is also correctly written. To say 
it plainly, a tobacco company is trading 
away some of the integrity of the lan- 
guage that belongs to all of us, in return 
for a hoped-for increase in its sales of 
cigarets. 


s The largest advertisers, with few ex- 
ceptions, are dealing with simple ideas: 
make this cake, use this gas, drive this 
car, smoke this cigaret. These ideas are 
almost expressible in grunts and pic- 
tures: “Ooooooh,” “mmmmmmm,” and 
“aaaaaaah” have become standard forms 
of persuasion in tv commercials. But we 
would be foolish to forget that there are 


higher needs for language, which can be 
met only if English is cared for as a 
sharp and valuable tool and is not 
blunted and nicked through constantly 
careless use. 


A Debt to Society 

If our form of English should gradually 
be reduced to a muddy, uncontrolled body 
of sounds used for communicating the 
general drift of ideas, advertising would 
still thrive, but there would never again 
appear a Lincoln, a Thoreau, or an Emer- 
son. We should never again hear a King 
Harry quickening the blood of the men 
at Agincourt; or know the pleasure of 
intelligent, adroit conversation; or be 
taught, as young men, by scholars able 
to sketch the outlines and paint the shad- 
ings of strange concepts and unlearned 
new fields. These things would be lost, 
because they depend on delicate shadings 
of meaning and sometimes on dramatic 
grandeur, neither of which can be com- 
municated except through a language of 
considerable precision. 

All but the most simple of the ideas 
involved in the Gettysburg address would 
have died as frustrated emotions in Lin- 
coln’s mind if his only way of expressing 
them had been through the English of 
the drug store, the baseball diamond and 
the weenie roast. 

Slur over the distinction between 
“like” and “as”; then discard the sub- 
junctive, because it is just old-fashioned 
etiquette; then let passive verbs fall into 
disuse, because they don’t sell hard 
enough; and you will be well on the way 
to depriving your descendants of some- 
thing precious. 


® This will seem an exaggerated concern 
to those philologists and copywriters and 


Just Looking... 


My cab turned off Sixth Ave. into 
46th and stopped. The way was blocked 
by a 26-piece brass band sitting on 
chairs in the middle of the street. 

“What the hell is a brass band doing 
in the middle of 46th St.?” I asked the 
driver. 

“I don’t know, Mac,” he said. “But 
I'm never surprised at anything I see 
in this town.” 


s I myself have seen the following odd 
sights in midtown Manhattan: 

A well-dressed woman on 48th with 
a small monkey perched on her 
shoulder. 

A six-wheeled chauffeur-driven 
Rolls Royce cruising down Park Ave. 

Picassos, Rouaults and Paul Klees 
carelessly hanging in one-window of- 
fices of a Lexington Ave. advertising 
agency. 

A chimpanzee on roller skates whip- 
ping around the corner at Rockefeller 


By Walter O'Meara 


Center Garage. 

Chain mail shirts in Abercrombie & 
Fitch’s window (for Central American 
oilmen). 

A blonde in what looked to me like a 
black velvet space suit and a tan polo 
coat leashing a white poodle in a pink 
sweater down 57th. 

A one-horse junk wagon tinkling 
bells stopping all the Cadillacs and 
Jaguars as it swayed slowly across 
Fifth Ave. 

The point I am trying to make is 
this: If you are a copywriter operating 
in a town where such things can go on, 
you just aren't living a normal, whole- 
some, well-adjusted life. 

What you'd better do is buy a ticket 
to Wausau, Wis., or Wichita, Kan., oc- 
casionally, and see how ordinary every- 
day Americans live. 

If you don’t find things any better 
out there, at least you'll find them 
different. 
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opinion research men whose main aim in 
life is to find more effective ways of 
loosening the consumer’s defensive grip 
on his pocketbook. They may not fully 
appreciate the power of advertising—a 
relatively new thing in man’s long histo- 
ry. They may forget that there have been 
high civilizations in the past whose lead- 
ers gave the people more and more of 
what seemed to please them, until the 
civilization itself crumbled, sated with 
candy and decayed with the delusion that 


Tips for the Production Man... 


liberty and wantonness are the same. 
Set your sights again, youngsters, be- 
fore you run off to play. A language con- 
sists of a vocabulary of words with 
known meanings, put together according 
to agreed rules. The American language 
belongs to you, and it would be tragically 
selfish of you to pass it along to your 
own children with its keen edge broken 
and dulled because you had used it as a 
crude club, rather than as the sensitive, 
irridescent, magical instrument it is. 


The Styling of Cut-Lines 


By Kenneth B. Butler 


Because of the ever-growing impor- 
tance of pictures in modern communica- 
tion and promotion, it is essential that 
we do the utmost with that important 
adjunct of the picture: the cut-line. 

Reader tests have shown that an amaz- 
ingly high percentage of those who look 
at a picture also look at the cut-line 
(97%). Due to this wedding of words 
and pictures, the opportunity of telling 
part of your story or interpreting your 
picture should not be passed up. How 
often can you feel sure of 97% reader- 
ship for the body copy? 

Wordiness in cut-lines loses readers. 
One to four lines is considered most ef- 
fective. Do not try to tell your whole 
story in the cut-line. When small photo- 
engravings are used, be sure the caption 
is brief; it is repelling to toss in 15 or 20 
lines of caption with a picture a couple 
of inches in depth. 


® Cut-lines should be positioned so that 
it is easy for the reader to find them. 
Beneath the illustration is the position 
that readers have been accustomed to 
finding picture identification. In picture 
layouts it is frequently convenient to 
place cut-lines at the side, but it should 
be obvious at once which caption goes 
with each picture. 

When illustrations are extremely wide, 
the single-line caption will do the best 
job, due to the wide length of line. About 
six points of space should separate cap- 
tion and picture when caption is below; 
about a pica when caption is placed at 
the side. 

Square finish pictures seem to call for 
captions that are flush left and right 
with the picture. Indented captions are 
archaic, as this practice tends to call 
attention to the caption itself. Indention 
of first line of caption is unnecessary. 
The best practitioners today flush the 
final line both sides, which means cap- 
tions are copy-fitted to fill the last line 
evenly. 


Employe Communications... 


With outline pictures there is more 
latitude for placement of the caption. It 
is usually placed at the side and below 
the center of the illustration. It takes 
away less from the illustration when 
“tucked in” rather closely to the engrav- 
ing. 

Zig-zag alignment of captions at one 
side or the other seems to be a growing 
trend, particularly when the over-all for- 
mat needs loosening up with a little more 
air than is provided with flush captions. 
When zig-zag alignments are used, it is 
best to introduce mild line-spacing, pos- 
sibly two to four points. 


**s 


Caption type selection should have an 
identity of its own. It should be distin- 
guishable from the body type, particular- 
ly since there are so many instances 
where caption and body type appear close 
together. 

To accomplish this, the caption type 
may be bolder than the body face; or 
may be set in the same family of type 
one size smaller. Or the desired identity 
may be provided by changing to an en- 
tirely different family of type, such as 
sans-serif or square serif. Do not use 
these faces, though, if long cut-lines are 
unavoidable. The use of italics is another 
variation, but avoid it if captions tend 
to be long. 

Where “hard sell” is desired, the cap- 
tion may use a lead-in or “kicker” head. 
This is often set in all-caps, either light 
or bold; or bold face; or upper and lower 
case in a larger semi-display size of 
type; or type of a markedly contrasting 
design. 


® In cases where body copy is very brief, 
and where pictures generally are wide in 
measure, it is often effective to step up 
the caption type size to semi-display 
proportions, such as 12 point, or 14 point; 
occasionally 18 point is suitable. In such 
instances, the cut-lines actually approach 
the importance of sub-headlines. 


What to Look for in a Company 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


A. C. Sherrill, labeled “Al” with great 
affection and deep respect among the 
veterans of personnel work, handles the 
college interviewing for Columbia-South- 
ern Chemical Corp., a subsidiary of Pitts- 
burgh Plate Glass Co., out of Barberton, 
O. After utilizing his talents for years as 
personnel director, his employer moved 
him into one of the most difficult and ex- 
acting of all personnel assignments—re- 


cruitment. Sherrill’s batting average is 
phenomenal. When he puts a finger on a 
man, you can throw the aptitude tests out 
the window. 

Recently, in a bull session with inti- 
mates in the field of personnel adminis- 
tration, Al Sherrill disclosed one of his 
techniques of manpower appraisal. Uni- 
versity graduates, he pointed out, are 
often disposed to look superficially upon 
job opportunities. They go for the quick, 
material inducements. In time they be- 
come restless and unhappy, chagrined 
over their own lack of judgment. Some 
respond to the tinsel and glitter of the 
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The Creative Man’‘s Corner... 


orange juice. 


As we mentioned a few columns ago, 


find the ads that follow more skilfully 


Tell a Big Story Big 


EVANAMID ~~ 


HELPING AMERICA MAKE GETTER USE OF ITS KEGOURCES 


There is an exciting story buried in this ad—and we do mean buried. 

The story? Well, last summer an unexpected invasion of the Mediterranean 
fruit fly, a tiny insect with a huge capacity for destruction, threatened count- 
less acres of Florida’s orange groves. If it had not been checked (and de- 
stroyed itself), it is entirely possible you would have awakened some morning 
and come downstairs to a breakfast that did not begin with your customary 


Dramatic possibilities? We think so. But we also think that this ad does not 
make use of them. Instead it employs an illustration we have seen scores of 
times before—an illustration, moreover, that does not begin to give even a 
remote clue to the story. On top of that, it uses a headline that leads one— 
who reads no further—to assume that the orange juice he drinks is now com- 
ing to him with chemicals of some kind in it. 


tional story to tell, we believe it should tell that story—in full. if, for example, 
the story of how American Cyanamid’s malathion saved the Florida citrus 
crop were related in a magazine article, 
sand words and make use of every artifice to build interest and suspense and 
convey a feeling of importance. In those respects, we humbly submit this ad 
fails miserably. Yet it must have been for those very ends that the ad was run. 

It apparently heralds a new Cyanamid campaign. Our hope is that we can 


> come try so 
ae mMPANY 


when a company has a good institu- 


that article would run several thou- 


done. 


recruiting agent’s promises, but fail to 
look beyond them. 

“Salary is too often the first concern,” 
Mr. Sherrill pointed out. “It’s an im- 
portant consideration, but it ought to be 
down the list. A candidate will ask cas- 
ually about benefits but have no interest 
in the length and strength of a benefit 
program.” 


= Mr. Sherrill watches clesely for job ap- 
plicants who register interest in three spe- 
cific areas. They are worth recording: 

1. The company’s strength. Has the 
candidate made a study of it? Has he 
checked the concern with Dun & Brad- 
street, or his bank? Is he familiar with its 
financial standing, or does he ask about 
it? Does he know, or care, how long the 
company has been paying dividends? Does 
he know, or care, how the company’s 
stock is rated as a long-range investment? 


s 2. Rate of growth. This, Al Sherrill 
points out, is related to the first area of 
examination. Does the applicant register 
interest in how fast, and how soundly, 
the company is expanding? Does he want 
to know for how long expansion has been 
taking place? If there is little or no ex- 


pansion, does the applicant want to know 
why? 

3. The real condition of its personnel 
policies and practices. Does the applicant 
merely take a quick look at employe bene- 
fits? Or does he probe back for 10 years, 
20 years, to see whether sound personnel 
policies are basic or have merely been 
forced by labor union pressure? How does 
the retirement plan, the insurance plan 
compare with plans of 10 and 20 years 
ago? If the applicant reports that he has 
heard well of a company, what are the 
sources of his information? Is he simply 
taking a friend’s word for it? 


® Al Sherrill likes the prober. He studies 
intently the youngster who will take the 
superficialities of employment for grant- 
ed, but wants to burrow for the cold fact. 
The veteran, don’t forget, is examining a 
young engineer for whom he wants to 
build a lifetime career with the company; 
the kid who won’t probe today is prob- 
ably going to be the man who gripes two 
or three or 10 years from now. 
“Anybody knows we want to hire, or 
we wouldn’t be interviewing,” says Mr. 
Sherrill. “I like the young fellow who 
looks you in the eye and asks you why.” 
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Final Score 


STRAIGHT FROM THE 1956 MEDIA RECORD LINAGE BOOK] 


THE WASHINGTON STAR 
IS #1 IN WASHINGTON, D.C.* 


topping The Post-Times Herald by nearly 6% million lines 


THE WASHINGTON STAR 
IS #2 IN THE ENTIRE NATION 


among evening newspapers 


THE WASHINGTON STAR 


IS #6 AMONG THE FIRST 50 
NEWSPAPERS*™ 


The Washington Post-Times Herald placed #17 


The Star is the most powerful advertising medium in and around 

The Nation's Capital—so powerful, in fact, thot in most of the 
major retail classifications it invariably carries more linage than the two other 
Washington newspapers combined. 


“Medio Records for 1956 **Media Records first 11 months 


‘Phe Washington Star 


EVENING AND SUNDAY * WASHINGTON, D. C. 


Represented nationally by: O'Mara and Ormsbee, Inc., 342 Madison Avenue, NYC 17; Chicago — Detroit — Los Angeles — San Francisco 
Special Florida representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida 
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Salesense in Advertising... 


New Year's Resolution: Let's 
Keep It Simple 


By James D. Woolf 

“Scientific Advertising,” Claude Hop- 
kins’ valuable little book, was recently re- 
issued with a “Commentary” by Alfred 
Politz. Says Mr. Politz in part: “It re- 
quires sizable efforts to prove that the 
seemingly simple and 
unsophisticated adver- 
tisement cannot be 
written by everyone, 
but requires the em- 
ployment of a special- 
ist... a copywriter who 
carefully stays away 
from a simple ad- 
vertisement but rather 
displays his writing 
skill; the layout man 
who may put the headline at an agle 
and intersperse the parts of an advertise- 
ment with ornaments and other indica- 
tions of commercial art, can readily prove 
that not everyone can make such an ad- 
vertisement ... They in most cases com- 
pletely convince themselves that the 
unusualness, the wittiness, the ‘clever- 
ness,’ the surprising angle of approach are 
real tools for fashioning efficient adver- 
tising.” 


James D. Woolf 


® Look through any magazine or news- 
paper and you will see examples of what 
Mr. Politz is talking about. There appears 
to be a considerable school of copywriters 
and layout men who have little faith in 
the “simple and unsophisticated adver- 
tisement.” A case in point is the Listerine 
advertisement, shown here, which ap- 
peared in a recent issue of The Saturday 
Evening Post. The surprinting of the type 
over the illustration certainly is no aid 
to easy readability of the Listerine copy. 

It has always been my belief that the 


On the Merchandising Front... 


layout of the mechanical units that make 
up the physical dress of the advertise- 
ment should be regarded chiefly as a 
transmitter or vehicle of thought. Its pri- 
mary function is that of presenting the 
advertiser’s message to the reader in sim- 
ple and inviting form. 

Printer’s type is neither more nor less 
than a series of alphabetical marks or 
symbols which form words when put to- 
gether. Hence the first function of type is 
that of conveying thought and the pri- 
mary requirement is that of clearness and 
simplicity. Every effort should be made 
to economize the reader’s task of translat- 
ing symbols into ideas. 

It seems, as Mr. Politz suggests, that 
not everyone can produce a simple ad- 
vertisement. 


How do vou fAGhL a GU? 


T iad F, : 
Nose drops of éfp relieve Congestion... 
anti-histamines,Maspirin, cough syrups can help. 
But remethBer . _fthese nof-antiseptic 


cold remibffesgian't Trt 


Listerine Antiseptic does... and SermM@cause 


rms'the way 


much of the misery s and the sore throats 

they being. Waterite 
by millions. Nomatter what Fone 
. for a cold-yse Listerine Angheptic! ‘ 
Use a ~arncipusenses | 

{20} 


Ss germs instantl Y us. 
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At the first sign of a cold... 


Listorine Artiseptic- Quick / 


The Return of the Small Specialty Store 


By E. B. Weiss 


In several columns over the last year | 
have been suggesting that the great era 
of giant store units may be gradually 
reaching a plateau—and that the first 
faint stirrings of a trend toward smaller 
specialty store units 
is perhaps discernible. 
And in these several 
columns I have enu- 
merated some of the 
early straws in this 
particular wind. Here 
are some more: 

1. I read in a recent 
issue of the food store 
edition of Chain Store 
Age: “Although most 
of the talk about new stores continues on 
bigger and bigger units, some food chains 
in metropolitan areas are experimenting 
with high-volume, small-space (6,000 to 
7,000 sq. ft.) units for apartment house 
districts. Too early for any general con- 
clusions, but more will be installed.” 

Chain Store Age is, of course, entirely 
correct in stating that it is too early for 
any general conclusions. But I think it is 
worth pointing out that the food chains, 
until very recently, indicated no interest 
whatsoever in small store units—that is, 
ever since 1946. There was an almost to- 
tal concentration on larger, ever larger 
units. This trend continues, but the mere 
fact that at least some of the food chains 
are willing to experiment with small store 
units suggests that there may be some 
second thoughts about the giant units. 


E. B. Weiss 


In this connection, I read in Super 
Market Merchandising that “...at least 
25% of the supermarkets dropped sales in 
units that happened to be older . . . age, 
in this case, meant anything above a year 
or two.” In other words, a substantial 
percentage of the store units opened by 
the food chains since 1950 are actually 
showing a downward sales curve from the 
opening peak. 

Inasmuch as most of these units opened 
since 1950 have been progressively larger, 
and inasmuch as probably another 25% 
have barely managed to hold their open- 
ing volume, the record is hardly a testi- 
monial to the volume-producing poten- 
tials of the so-called one-stop food super 
unit. (And what is true of the large food 
unit is, in varying degree of course, equal- 
ly true of large units for other types of 
chains.) 

I am also impressed when I note the 
evaluation that Wall St. places on the se- 
curities of the very chains that have most 
energetically pursued policies involving 
opening giant store units. Retail stocks, 
as a group, showed a smaller rise during 
1956 than many groups on the New York 
Stock Exchange. Yet, from this lower 
base, when the market began to weaken 
in the fourth quarter of the year, retail 
stocks as a group declined more than over 
75% of all the stock groups. 


® And here are some additional facts 
about the market’s evaluation of retail 
securities: 

For the year 1956 Allied Stores common 


declined from a high of 56% to a close as 
of Dec. 31, 1956, of 43%; a decline of 13%. 
City Stores from 23% high to 18% close; a 
drop of 5%. S. H. Kress from a 50% high 
to a 33% close; a drop of 15%. McLellan 
Stores from a 23% high to a 17% close; a 
drop of 5%. G. C. Murphy from a 45% 
high to a 37% close; a drop of 7%. Neisner 
Bros. from a 17% high to a 13% low; a 
drop of almost four points. 

Let’s approach this angle of stock mar- 
ket evaluation of retail securities from 
another angle-—the price-earnings ratio. 
This is a competent yardstick. In 1955, 
the market put an 11.5 price-earnings 
ratio on Allied Stores; in 1956 it was down 
to 10.4. At the end of 1956, Gimbel Bros. 
had a price-earnings ratio of 7.2—hardly 
something to crow about. Mandel’s figure 
was 6.3. 

Food Fair has been looked upon as one 
of the more dynamic food super chains. 
But whereas Wall St. evaluated its com- 
mon at a 1955 high of 69%, its close at the 
end of 1956 was 43. National Tea showed 
a drop from a 1955 high of 53% to a 1956 
close of 36%. Grant’s 1955 high was 45%; 
its 1956 close was 34%. H. L. Green, a 1955 
high of 34%; a 1956 close of 26%. Wool- 
worth had a 1955 high of 52%; a 1956 
close of 43%. 


# The New York Stock Exchange indus- 
trial average had a rise, in 1956, of about 
two to four points, depending on the in- 
dex used. The food chain group showed a 
decline of 5.2. The variety chains showed 
a decline of 13.7. The department stores 
showed a decline of 15%! The mail order 
and general chains showed a decline of 
18.1%. (Even the auto makers, who didn’t 
do too well in 1956, showed a decline as a 
group of only 4.8%.) 

In general—and of course noting cer- 
tain exceptions—I think it may fairly be 
said that in 1955, when the market was 
strong, retai] stocks as a group moved up 
less than most other groups. Yet, from 
this rather weak rise in 1955, retail stocks 
as a group had a larger drop in 1956 than 
most groups. 

It would appear to me that if Wall St. 
had any great faith in the current expan- 
sion policies of the great retail depart- 
ment stores and chains, its evaluation of 
their securities might be quite different. 
And, while I take no stock in the day-by- 
day fluctuations of the market, I do be- 
lieve that over the long term it accurately 
reflects the true potentialities of busi- 
ness. (I might add that I recently saw an 
analysis which indicated that, on bal- 
ance, the large institutional investors had 
been reducing their holdings of retail se- 
curities in 1955-1956.) 


s Let's proceed: 

2. The Big Y Market has a 30,000- 
square-foot unit in Eugene, Ore.—a siz- 
able unit. It recently opened what it calls 
a “Late Shopper” sub-unit diagonally 
across its parking lot. It is opened from 
4 p.m. to 1 a.m. seven days a week. It 
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specializes in basic party foods. It occupies 
2,000 square feet of selling space. It is do- 
ing quite nicely. (Throughout the South, 
small independent food units have opened 
right next to giant chain units and are 
doing very well indeed right under the 
noses of their giant competitors.) 

3. Sears is experimenting with a “satu- 
ration” coverage of the Houston-Harris 
County area in Texas—with small catalog 
and appliance stores. A Sears executive 
calls them “satellite” stores. They are 
about 4,000 square feet. A customer can 
buy more than 100,000 different Sears 
items in these small stores; a catalog or- 
der turned in before 1 p.m. can be picked 
up at the store the following afternoon. 
(And I might point out that this beats— 
by weeks—the performance of some of 
our largest department stores on big- 
ticket items.) Incidentally, Ward’s opened 
a considerable number of these catalog 
stores in 1956 and apparently Ward’s larg- 
er stores, planned for 1957, will be far 
from “giant” in size. 

4. The owner of a specialty store in 
Tulsa is embarking on a program that in- 
volves the opening of a local chain of 
eight specialized stores in various subur- 
ban areas of Tulsa. One will carry silver- 
ware and gifts exclusively. Another will 
specialize in sportswear; another in chil- 
dren’s wear, etc. Very interesting. 

5. The famous Masters discount chain 
opened a 4,000 square-foot unit in York, 
Pa., and this is almost microscopic as com- 
pared to some of the other new Masters 
stores. It employs a total of five people! 
The store functions as a combination cat- 
alog and retail unit. If successful, Masters 
plans as many as 500 of these small 
stores. The present program contemplates 
a $750,000 volume for each of the small 
units. (Sunset Appliance Stores, big dis- 
count chain in Brooklyn, Queens, etc., has 
operated so-called “Pup” stores which 
were strictly one-man units. This experi- 
ment is still being studied.) 


s Now i should make it clear that these 
are the tiniest bits of evidence which, in 
total, should hardly be dignified by call- 
ing them a “trend.” And yet, inasmuch as 
large retailers gave no thought at all 
(with the exception of Sears and Ward) 
to small units in recent years, I think 
these few experimental moves indicate 
both a questioning of the giant-store unit 
concept and a growing feeling, if not con- 
viction, that the next great move in mass 
retailing will involve a return to the small 
specialty store. 

I should also make it clear that, if and 
when this move becomes a trend, it will 
not mean that all large retailers will 
adopt it as policy; it does not mean that 
no new giant units will be opened. But if, 
as I suspect, our giant retailers begin to 
return to the specialty store concept, the 
merchandising significance of this turn- 
about will leave its impact on the mer- 
chandising and marketing policies of in- 
numerable manufacturers. 


Looking at Radio and Television... 


Buyers Squawk: TV Commitments Too Long 


By The Eye and Ear Man 


The television business is soft. Clients 
are yelling to get out of long term com- 
mitments on shows that didn’t turn out 
as well as they hoped and there are few 
or no buyers for the mistakes. So the fel- 
lows with the contracts are going to have 
to live up to them—except in a few cases 
where a settlement can be negotiated. 

The screams of anguish that arise when 
a show is not in the top 50 shows are gen- 
erally from unsophisticated advertisers 
who fail to realize that they are still get- 
ting substantial circulation. Still, they are 
the present and future customers of tele- 


vision and their anguish must be taken 
into consideration. 

Next year the bitter blow will fall. It 
will become increasingly difficult to per- 
suade even some of the biggest advertis- 
ers to buy time and talent on long-term 
contracts. The day of the short cycle may 
be back because of supply-and-demand 
pressures. This will not be true of success- 
ful and tested shows or of prime time 
periods, of course. But they are few in 
number and never constant. 


® The majority of next year’s television 
buys will be speculative. Increasing com- 
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The Pope was dead. A new Pope had been chosen. But even 
before the traditional puff of smoke heralded the event, the 
throng outside the Vatican knew . . . and his name was on 10,000 
lips at once. So it was that day 18 years ago when Eugenio Pacelli 
became Pope Pius XII, spiritual leader of half a billion people. 


“The Life Story of Pope Pius XII,” in three parts, begins in the 
current issue of LOOK. Through it, regardless of your religion, 


. 
+, 
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The place: St. Peter’s Square 


The signal: a puff of white smoke 
A cry on 10,000 lips... 


“Pacelli! Pacelli!” 


you will establish a sense of identity with this man who wanted 
only to be a parish priest but who became one of the world’s 
most famous and influential personalities. 


In LooK, people find human experience as they know and un- 
derstand it. Their reading of Look is an exchange: in return for 
their confidence and belief in LooK, they take away a richer 
knowledge of themselves and of the people who shape their lives. 
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petition will lead to lower ratings, and 
more shows will fail because of tough 
competition than because of poor quality. 
How, then, can the risk be minimized and 
how can the client get a short-term com- 
mitment? 

There have been an increasing number. 
of magazine concept buys. The spot carri- 
er programs like “Today,” “Tonight,” 
“Good Morning,” “Home,” and some of 
the daytime shows have enabled clients 
to buy on as little as a onetime basis. 
Shows like the Sid Caesar, Perry Como, 
spectaculars, and miscellaneous others 
from time to time have known softness 
that forced a less than full-cycle sale. The 
seasonal products that have bought in es- 
tablished shows for limited periods, such 
as Shulton and Paper-Mate, have in fact 
bought on a limited but effective basis 
without any long-term commitments. 
These buys have always been there, but 
they require digging out and they are un- 
certain. 


@ There are several ways that tv sponsors 
can make short term commitments: 

1. Motion pictures can be bought by 
the networks and sold to clients piece- 
meal in the magazine concept fashion. 

2. Advertisers can buy a film series, 
with the understanding that if it is not 
successful, they can reimburse the pro- 
ducer for negative costs at the end of 26 
weeks. This would amount to about $10,- 
000 a film more than cost if amortized 
on the 39 new and 13 repeats formula. 
This presumes that the time would be 
bought in conventional 13-week cycles. 

3. Live shows with 13-week cycles can 
be bought. 

4. Networks can program more flexible 
live variety, music, quiz and drama shows 
and sell them on a magazine basis to ad- 
vertisers. 

Naturally, live shows can be canceled 
more easily than film shows. They are on 
a week-to-week basis by definition and 


there are few long-term personnel com- 
mitments in live television. Those that do 
occur can usually be bought out reason- 
ably. 

Film shows represent a real problem. 
Many of the best shows are on film due 


. to star availability, residuals, value of re- 


peats, and better editing and scope. Usu- 
ally 13 pictures are made before the first 
ratings are available and basic costs are 
predicated on costs spread over 39 nega- 
tives and 13 repeats. Someone must as- 
sume these risks or film producers will 
lose their incentive. Only the network can 
guarantee continuation of film programs 
because they must program their time 
periods, come what may. 

If the networks assume the risk of buy- 
ing film programs they must be prepared 
to have some unsold shows in the tough 
selling seasons of late spring and summer. 
And the advertiser must be prepared to 
relinquish program control further as the 
network assumes the risk of buying mer- 
chandise it cannot unload. 

This method of operation may lead to 
higher prices in the high rating months 
and commensurate lower pricing for the 
summer season, but it would certainly re- 
sult in a minimum commitment. The net- 
works and the advertiser may not wish to 
resort to this type of operation but it ap- 
pears inevitable if the programs are to be 
stabilized and the commitments limited. 


s Large advertisers will continue to hold 
and program their own franchises and 
more smaller advertisers can be accomo- 
dated by the expansion of the magazine 
concept method. It is inconceivable that a 
large advertiser cannot plan a year ahead 
in order to hold and program his televi- 
sion franchises. It is folly for the large 
advertiser to give up the right to program 
television. The risks of having an unsatis- 
factory program are considerably less than 
the risks of totally abandoning program 
control. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 


Hats off, friends. You are in the pres- 


ence of some professional advertising. 
This is one of the completest and most 
effective newspaper selling ads I have 
seen in a long time. Clipped it in Toronto. 
Canadian agency, no doubt. But an agen- 


* Will not 
* Resists from rust 
* Meeds ne coat 


cy that understands selling—or whose 
people on this acount, at least, under- 
stand selling. 

Many agencies (for diverse reasons) 
issue ads for their accounts of unbeliev- 
able disparity in sales effectiveness. 

In Canada, the retail sigs such as you 
see at the bottom are called “hookers.” 
We call them dealer sigs or co-ops in the 
States. 


= It is a safe bet that every store listed 
here, unless it does business in a cave, 


felt the impact of this ad immediately. 


It is a veritable network of benefits 
and selling points which are the raw ma- 
terials of all good selling everywhere. 
The small illustrations show special vir- 
tues. The body copy is not afraid inter- 
ested prospects won’t read, even though 
the type is small. 

The ad is minus two things I believe 
would help it a good deal, but up to the 
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point of their omission it’s a powerhouse. 

Price would have helped the ad, even 
if it had to be an approximate price. The 
ad says only, “This costs no more than 
ordinary paints.” 

The other omission and a vital one is 
mention of enduring qualities. The aver- 
age man about to lay money on the line 
for an exterior paint job wants some re- 
assurance as to wearing qualities. 

This ad says Thix won’t blister when 
applied right, and it “stays fresher, 
cleaner, longer,” which is the only “eva- 
sion” present. 


® It is this kind of good “selling” adver- 
tising that shows how ridiculous are the 
“brand impression” boys who don’t hedge 
or modify or qualify their loose state- 
ments about selling in the short-cut 
copyless way. I’d like to see any ad 
match this ad’s power without plenty of 
words. 


mryrutht 1957 bys 


Step 1, the A, B, Cs 


Last lesson your assignment on how 
to begin to begin was to practice these 
simple shapes, combining them and 
varying to be ready for 


Step 2, Projection 


Everything you see is a combination 
of simple shapes. For your purposes 
of idea development and communica- 
tion with the art department, see 
what you can do with these and other 
objects. 


DRAWTH IN KS, 


_The COPYWRITER'S Ar Course 


How to look at the product 


No. 2 of a series: Three easy steps to help you visualize 
the products you write about and other everyday items 


ALO 


A Bag A Bottle 
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ae heard corners 


Make a list of the products you work 
on and see how much better you un- 
derstand them visually by analyzing 
them for easily combined basic 
shapes. Perhaps the art department : *e% 
will help you work them out. 
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Next Lesson: (No. 3) “How to look } 
at Railroad Tracks and Highways” 
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“I consider Ad Age the 


major trade magazine | 


ey 


of advertising” . 


: Leonard V. Colson R . 
, says LEONARD V. COLSON, Advertising Director . 
Zs, After serving as an Air Force pilot during the war, The Mennen Company 

Mr. Colson operated a sales agency for 


two years. Following three years in the as ou re S| ee es sen | See ee 


advertising department of Colgate, Palmolive 
Peet Company, he came to Mennen as ‘*Aside from being both informative and interesting, 


assistant advertising manager in 1950. In 


Ad Age has a very real value in familiarizing 


1951, he was promoted to advertising manager 


ond ta 1905, to Ses Serene us with all the current happenings and such aspects as 
| 36-year old Leonard Colson is responsible advertising sales, new promotions, 


for Mennen's expanding foreign advertising 


| : economic conditions, marketing information, etc. 
as well as domestic. During the past five years, 


the firm has more than doubled its business I consider it the major trade magazine of 


and has made a major move to a large, new plant a 


in Morristown, New Jersey. An all-time advertising. 
sales volume already has future expansion 


plans under way for the new plant. 
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Disagrees with ‘Fortune’ 
on Attention-Getters 

To the Editor: I feel that the 
spread Fortune magazine had in 
your Jan. 14 issue should be com- 
mented upon because it is an in- 
terpretation of today’s advertising | 
by a very respected publication. | 

They say, “Tattoos, eye patches, 
beards—even ads printed in yel- 
low—all are created to buttonhole 
the busy reader long enough to 
give the copy an opportunity to 
make its case.” I am sure David 
Ogilvy and Leo Burnett would 
claim that the devices of eye 
patches, beards and tattoos are 
not techniques to “get the read- 
er’s attention and direct him to 
the copy.” They are, instead, to 
SAR] toe cast tavours | 
There's nothing like the monthly Clipper for 
fast layout in emergencies. BIG NAME firms 
that you know dépend on the Clipper for Clip- 
Art. Free sample. No obligation. Address . . . 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 
| create an image, a personality, an 


aura for the product; attention is 
a secondary function, if that, and 
certainly the last thing they are 
intended to do is to “give the 
copy an opportunity to make its 
case.” 

I am afraid Fortune has con- 
fused the archaic techniques of 
nude women, babies, and dogs 
with present-day image building 
through symbols. 

H. M. KEeere Jr., 

Manager, Marketing Division, 

Chicago Tribune, Chicago. 

7 aa * 
Votes for Grammar Written 
Like Grammar Should Be 

To the Editor: Well, you've 
finally done it, AA! For a while I 
thought I could restrain myself 
from replying to the occasional 
antigrammarian diatribe appear- 
ing in your excellent paper. But 
now it seems that hardly a week 
goes by without some of this tripe. 
Why? 

Why should so many admen de- 
fend the likes of “Winston Tastes 


Good Like a Cigaret Should” and 
scorn English grammar as having 
“no real importance in the field 
of advertising writing?” One, 
writing in AA, says he doesn’t 
know much about grammar be- 
cause he doesn’t think it’s impor- 
tant. I say he doesn’t think it’s 
important because he doesn’t know 
the first thing about it. Whenever 
I hear a man taking a swipe at 
grammar or laugh off a grammar- 
ian as a “sticky purist,” I know 
that he fits neatly into one of the 
following slots: 

1. His own knowledge of gram- 
mar is so meager that he inwardly 
feels insecure about being part of 
a profession that deals so heavily 
in printed words. Maybe, he thinks, 
if he can convince enough people 
that grammar is for the birds, he 
can somehow justify his ignorance, 
or at least have company. 

2. He once was stung by gram- 
mar and has never forgiven it. It 
probably happened in a “Miss 
Finch’s” sixth grade, where he was 
kept back because he flunked 


_| English. 


AIM FOR THE MOON 


PERFECT ENGRAVINGS 


ARE YOUR BEST 


AMMUNITION WHEN SHOOTING FOR THE MOON, 
USE DOT ENGRAVERS FOR THE VERY BEST. 
COLOR AND BLACK AND WHITE. 


Dil Engravers ip Ine. 
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3. He doesn’t like rules of any 
kind; thinks he’s too big for them. 

Now, none of us, no matter how 
| thorough our knowledge of gram- 
mar, can avoid making grammati- 
}cal blunders. But while some of us 
| readily admit them, others hold 
|that as long as the meaning gets 
|through, there can have been no 
blunder. Besides, how can a $15,- 
000-a-year copywriter make a mis- 
| take in something as trifling as 
grammar? 

Those advertising people who 
refuse to acknowledge words and 
the correct use of words as basic 
| tools of their profession do a great 
disservice to their fellows. How 
often we read someone’s complaint 
that “outsiders” paint a_ sordid, 
unrealistic picture of “Madison 
Ave.” 

Why, many ask, do fiction writ- 
ers insist on portraying admen as 
“cheerful charlatans,” flittering 
“between bistro and boudoir.” One 
of the answers (by no means the 
only one) is that few people out- 
side the ad world can see any evi- 
dence of real skill in today’s ads. 
If a copywriter doesn’t know how 
r . . es 
to sidestep a dangling participle, 
he’s no more skilled than a plumb- 
er who doesn’t know how to use 
a wrench. In the face of such ram- 
pant ignorance of their native 
language, admen, the public can 
conclude, must indeed comprise a 


unique clique of socially clever, 


basically incompetent fakes. 

In a way it’s a shame that “Win- 
ston TGLACS” has been pointed 
out as a singular breach of gram- 
mar, because Winston’s mistake 
is mild (no pun) compared with 
many other violations that litter ad 
copy. I wonder what an offending 
copywriter would tell his seventh- 
grade son, who learns one thing 
at school and sees the opposite in 
one of his father’s ads. Would he 
tell the youngster to forget all 
about grammar, because it’s not 
important? 

As one speaking from the out- 
skirts of advertising, I can see no 
hope for a better public opinion of 
advertising until copywriters start 
showing respect for grammar. Even 
then, it will be a mere beginning, 
for taste and honesty also need a 
pick-me-up. But that’s another 
story. 

FREDERICK T. VAN VEEN, 

Publicity Editor, General Ra- 

dio Co., Cambridge, Mass. 


Clarity Okayed as Reason 
for Change of Language 

To the Editor: Seems to me 
something remains to be said, 
even after the going-over given 
the grammar question by O’Meara 
and Partridge (AA, Dec. 24)—not 
to mention Bruce Bliven’s “I Give 
Up” in the January Reader’s Di- 
gest and much other animadver- 
sion. 

Nobody who writes the Ameri- 
can (or the English) language for 
a living can deny for a moment 
that the language is changing. 
There should be no doubt, for ex- 
ample, that you can now say, 
“English is written different than 
it used to be”; you don’t have to 
say, any more, that it is “written 
differently from the way in which 
it was formerly written.” The 
newer locution may grate upon 
some ears, but it expresses the 
meaning just as clearly, in 44% 
fewer syllables. 

On the other hand, though, even 
the brighter among recent “social- 
studies” graduates are apt to say, 
“Insofar as the reason for this de- 
velopment in the matter of the 
stout Englishman is concerned”— 
and so on. We of the graying hair 
would rather say, “As for the 
stout Englishman”—in 73% fewer 
syllables and with far less danger 
of confusing the reader. 

Certainly, change should not be 
resisted merely because it is 
change. But in welcoming and 
adopting it, we may well stipulate, 
“provided the change will stand 
up as an improvement in clarity.” 
(And I don’t mean “providing,” 
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understand that cigarets are “ac- 
ceptable providing their copy 
claims.” To me they’re more ac- 
ceptable “providing” a pleasant 
smoke. ) 
Harris K. RANDALL, 
Business Communications, 
Chicago. 
6 


Sees ‘Liberacian Chuckles’ 
at Winston Headquarters 

To the Editor: All this hullaba- 
loo would probably dwindle to si- 
lence if flame-fanning grammari- 
ans took a good look at a key word 
in that Winston ad. Isn’t it all a 
matter of taste? 

Consider music. I prefer the late 
Art Tatum to Liberace and I'll 
take Woody Herman in preference 
to Guy Lombardo. But I’m well 
aware, as are the frequent bank- 
visiting Messrs. Liberace and 
Lombardo, that my taste is shared 
by a minority. 

Just as Liberace and Lombar- 
do realize “you gotta play pretty 
for the people,” so does Winston 
know “you gotta live modern.” 
And popular usage, which is fast 
becoming the arbiter in grammat- 
ical controversies, would probably 
shun “prettily” and/or “modern- 
ly.” 

Have any of your readers heard 
the Winston ad argued by the 
people who smoke them? Seems to 
me all the volume comes from ad- 
vertising people or English instruc- 
tors while a well-saturated public 
repeats the catchy phrase over and 
over in daily jokes about a famous 
cigar-smoking Winston. 

Meanwhile, I’m certain. the 
Winston company is emitting Lib- 
eracian chuckles over al] the free 
publicity it’s getting. 

“De gustibus non est disputan- 
dum”—except, perhaps, by envi- 
ous admen who refuse to live 
modern. 

A/2C Don O'BRIEN, 

Associate Editor, The Air 

Force Recruiter, Wright-Pat- 

terson Air Force Base, Ohio. 

2 7 
Agrees Ad Rates Must Rise 
to Meet Publishing Costs 

To the Editor: Re your editorial, 
“Some Thoughts on Print Media,” 
in Dec. 24 issue: 

You have put a finger on the 
prime economic problem in the 
publishing industry, viz.: low ad- 
vertising rates. Not high costs, not 
mismanagement. I have fought 
with publishers for years about 
this one, contending that (a) no 
advertiser or agency buys space 
primarily because of rate; (b) his- 
torically, few if any magazines 
ever lost volume because of rate 


either—despite apparent willing-| increases; (c) higher rates would 
ness of the usually impeccable AA,| force advertisers to write better 
vide middle column, Page 14, same| and more effective copy, with a re- 
issue, to let the hurried reader) sultant increase in the productivity 
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of advertising; and finally, (d) 
the best way to go broke is to sell 
something for less than it costs to 
produce it. 

In working with more than a 
score of publications, however, I 
must tell you that publishers are 
by no means the sole source of re- 
sistance to this philosophy. 

Actually, the trouble frequently 
starts with the advertising sales 
manager and his staff. Their prime 
concern is volume, not profit, and, 
too frequently, publishers fall for 
the contention that a rate increase, 
“right now,” would cause a loss of 
schedules to “the competition.” 

Inevitably, the publisher is 
forced to raise rates. But the de- 
laying action waged by his adver- 
tising department is responsible 
for the fact that rate increases 
rarely keep pace with cost in- 
creases. 

It is unfortunate for the industry 
that so few publishers ever had 
practical advertising sales and 
sales management experience. 
Given that experience, they would 
have the courage of their convic- 
tions, and do the obvious. 

FRANCIS McGEHEE, 
Publication Counsel, New 
York. i 

. a + 
Canadian Agency Agrees with 
C.M.’s Auto Ad Comment 

To the Editor: We were thor- 
oughly pleased and delighted here 
at McKim to read The Creative 
Man’s Corner—“Fantasia”—in 
your issue of Dec. 24, because the 
criticisms he made of current 
trends in automobile advertising 
are exactly those which we in turn 
pointed out to our client here, 
American Motors (Canada) Ltd. 

They went along with us com- 
pletely and, as you will see from 


PRESENTING THE DISTINCTIVE 
. + 
: NEW 


THESE MASH AND HUDION OfaLtes 


DEALER NAMES 
~ 
— (6 


Lee Raat A ROTORS ICARDA) UMETED 


the attached advertisements, we 
have, we think, successfully fol- 
lowed a completely different and 
much more believable road in the 
announcement of the 1957 Ram- 
bler and in follow-up advertising. 

We still have trouble selling 
some of our dealers on this ap- 
proach because it is definitely not 
hard sell, but we think in the long 
run it will be of far greater bene- 
fit to our client and their dealer 
chain than the “brag and boast” 
advertising of other manufactur- 
ers. 

Puitie H. TepMAN, 
Vice-President, McKim Ad- 
vertising, Toronto. 

. . . 
Auto Ads Are Important to 
Weeklies, Publisher Says 

To the Editor: There is sugges- 
tion in AA’s reports that the pass- 
ing of co-op advertising in the 
automotive field will take adver- 
tising dollars out of local markets 
and put them into national tv. 

An aspect of such realignment 
may be missed by the big-city 
heads of the auto companies and 
advertising agencies. Perhaps on- 
ly small-town fellows have the 
perspective to point it out. 

Let’s assume expanded use of 
tv at the expense of a multitude 
of little weeklies will increase the 
purchaser appetite for cars. Over- 
head is high in dealing with thou- 


sands of little newspapers. Their 
product may not be spectacular. I 
have no tv set and hope never to 
have to spend many minutes 
watching one, but I cheerfully ad- 
mit observing tv’s appeal. 

I know the car dealers in my 
small town wouldn’t have in- 
sisted for the 30 years of my ex- 
perience that a major part of ad- 
vertising dollars they controlled | 
go to my small weekly, if they | 
hadn’t proved the payoff. Selling | 
cars-here is as competitive as 
anywhere else. Our dealers are 
astute, successful business men. 
But, let’s say the arguments for 
putting auto advertising in the 
weeklies are outweighed by the 
magic powers of tv. 

Appetite for a new car is one 
thing; the ability to purchase it 
is another. The thousands of small 
weeklies carrying automotive lin- 
age have created a lot of ability | 
to buy automobiles. 

National advertising means au- 
tomotive to most weeklies. They 


have been getting what they call 
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large income from it. They’ll feel | into local circulation. We together , part of their national advertising 


nite ceiling on local advertising| capacity of our fellow citizens to | 
potential in smail towns. own new cars. 

Our newspaper has survived | 
depression-brought curtailment of | force many a publisher to econo- 
automotive linage. It felt the loss. | my. Economy in our business 
We have many times more than’ means less enterprise in gather- 


made up for last year’s shrinkage | ing news and selling newspapers. | 


in car advertising by our hand- That means reduced auto mileage, 
some increase in local advertising.| reduced wear and tear on cars, 
We can’t go on and on pushing| longer and longer between re- 
up the ceiling. | placements. Less business means 
Yet consider our operation. This| shorter work hours, diminishing 
company owns and uses three| payroll. 
cars. We pay allowances to six | Don’t let me suggest even com- 
editorial, advertising and circula-| plete withdrawal of auto adver- 
tion staffers who use their own/|tising will wreck the weekly 
cars in the business. Nine other | newspaper business in Falmouth, 
employes drive to and from work | Mass. Let me only emphasize 
in their own cars. Of course all| what an impetus to car use 
the other employes are transport- and purchases an up-and-coming 
ed by somebody’s car. | weekly in our town can be. 
We are a little paper (ABC 5,-| More automobile dollars spent 
560) but we have one of the larg- on tv won’t dramatically increase 
est payrolls in our 10,000 town.| that medium’s 
Our activity as a publisher and | cars. What will happen to the car 
the individual expenditures of our | purchase need and capacity of 8,- 
employes put thousands of dollars| 000 weeklies if they lose a big 


consumption of 


the loss of it and there is a defi-| are doing quite a bit to foster the | income? 


The answer is easy. Publishing 


|appetites for new cars may still 


A major cut in revenue will | be whetted by tv. The publishers, 
already paying on their tv sets, 
are likely to have to make many 
old cars do. 


Georce A. Houcu Jr., 
Publisher, The Enterprise, 
Falmouth, Mass. 


CAN'T TIP yeQ a SEALS TIGHT 


BY FINGER 
PRESSURE 


HABERULE 


Rubber Cement 


The world’s most modem dispenser. Handy grip- 

top. Large bristle brush atwoys reoches rubber 

cement —no adjustments necessary. At your artist 
supply store or direct. Only $2.95 


THE HABERULE CO, 
BOX AG-245 + WILTON, CONN, 


CAN'T STICK a - 
CAN'T DRIP 


Che Butte Daily Post 


ra 
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The Montana Standard 


SAWYER - FERGUSON - WALKER COMPANY 


| National Advertising Representatives 


of Butte-Anaconda, Montana 
announce 


the appointment of 


as 


February 1, 1957 


Sawyer - Ferguson - Walker Company 


New York + Chicago + Detroit + Philadelphia - Atlanta » San Francisco + Los Angeles + Seattle 
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LAFAYETTE 
WEST LAFAYETTE 
INDIANA 


Indiana's Best © 
Balanced Market 


The Lafayette Journal and Courier Produces 


Extra Food Sales for Northwestern Indiana 


“Experience has taught us that the Lafayette Metropolitan 
area, with its high income and high retail sales per family, 
cannot be properly serviced except through the food pages 
of the Journal and Courier.” 


FRANK H. McMILLAN, President 


V. E. Eilers, Inc. 
Food Brokers 


Important Indiana Market Is Covered Only by the 


JOURNAL’ "COURIER © 


Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


ca 


Sunday Seafarers 


Boat Show and Boating 
Ad Linage Reflect New 
‘Mass’ Leisure Market 


New York, Jan. 25—Sliding into 
moorings last week at New York’s 
Coliseum for the 47th National 
Motor Boat Show was the largest 
number of exhibitors in the 52- 
year history of the event. 

Opening day attendance Jan. 19 
exceeded 30,000, and the total is 
expected to reach 300,000. 

With some 350 exhibitors—100 
more than last year—participating 
in the show running to Jan. 27, 
the “mariner set,” no longer lim- 
ited to members of the “smart 


Senior Editor 
At Work 


Rufus Crater, New York bureau chief and 
senior editor of BeT, pounds pavements, not 


desks. He spends more 


first-hand than he does editing, more hours 
thinking than writing. Responsible for the news- 
producingest sector of the radio-television 


world, he and the staff 


the most thorough coverage in the field. 


With BeT since 1945, Rufe covered the FCC 
and Congress, transferred to New York in 1951, 
and (as he puts it) “with advancing age (38) 
was named a senior editor in mid-1954.” 


In addition to news stories and articles for BeT, 
he’s written the radio and tv section of the 
Encyclopaedia Britannica Book of the Year 


for the past six years. 


Most folks in radio-tv 


long look at the 85,000 words Rufus Crater 

and 29 other full-time professionals compile, 
edit and publish. Readers get fresh informa- 
tion and advertisers get their money’s worth. 


Executive and Publication Headquarters 
BeT Building, 1735 DeSales St., N.W., 


Washington 6, D. C. 


news magazine in the field 
with ABC Membership. 


time getting information 


offer BeT readers 


start the week with a 
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Billion-Dollar Volume Proves It: 


set,” will see paraded before them 
the largest assemblage of boats— 
423 in all—marine engines and ac- 
cessories ever dry docked for dis- 
play in one place. 

It’s a billowing market. In 
1956, $1.25 billions were spent at 
the retail level for new and used 
boats, accessories, safety equip- 
ment, fuel, insurance, docking, 
maintenance, etc. Industry sources 
feel 1957 may exceed this figure by 
$200,000,000. 

Purchase of outboard boats and 
motors in 1956 amounted to $316,- 
440,000, almost 15% more than was 
spent in 1955. 


s Estimates by the National Assn. 
of Engine & Boat Mfrs., sponsor of 
the show, put the pleasure craft 
population of the U.S. at 5,971,000 
—one for every 28 persons. Sales 
in 1956 included 280,000 outboard 
boats and 154,000 divided between 
inboard cruisers, runabouts, sail- 
boats and miscellaneous small 
craft. At the end of last year there 
were 575,000 sailboats without in- 
board power en U.S. waterways. 
Boating linage carried by U.S. 
dailies reflects the growing inter- 
est. In New York the same num- 
ber of newspapers carried supple- 
ments in ’57 as in ’56, but linage 
was up about 15%. 


® For the 1956 boat show, no fewer 
than nine dailies in the New York 
metropolitan area carried special 
feature sections with heavy ad 
linage. The World-Telegram & Sun 
carried 19,860 lines, the Herald 
Tribune 12,157 lines, the Times 
10,432 lines, and Journal American 
6,153 lines. 

Ten years ago, where an out- 
board motor manufacturer might 
have taken a quarter-page b&w 
ad in a consumer magazine, many 
of the manufacturers of boats and 
accessories are taking four-color 
pages in the same books. 

Special sections ran in conjunc- 
tion with the show in newspapers 
as far removed from New York as 
Columbus, Cleveland, Washington 
and Buffalo. 

During 1956 boat linage spiraled 
to a new record, with dailies re- 
porting an over-all increase of 
38%, following a 40% increase in 
1955. Here are some of the news- 
paper boating linage figures for the 
two years, as reported to the trade 
association: 


1955 1956 

Linage Linage 

Boston Globe ...219,895 303,169 
Portland 

Oregonian ....208,785 214,062 
Boston Herald 

Traveler ..... 134,269 196,969 
N.Y. World- 

Telegram & Sun 79,531 90,788 
ke ee 65,286 86,963 
Orlando (Fla.) Sentinel 

ee 46,718 78,422 
Milwaukee 

Sentinel ...... 52,280 176,989 
Washington Star 72,860 74,400 
Grand Rapids 

io 57,880 69,416 
Newark Evening 

Pe vu eécke N.A. 67,500 
Cleveland Plain 

Dealer ........ 71,233 66,409* 
Hartford Times . 56,700 61,700 
Port Huron (Mich.) 

Times Herald . 55,000 55,000 
Buffalo Courier 

Express ...... 42,000 53,196 
N.Y. Herald 

Tribune ...... 25,798 33,724 
Norwalk (Conn.) 

ae ee 33,600 
Houston Chronicle 30,000 31,988 


Last summer the association cre- 


ated a new national newspaper 
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trophy—“Boating’s Golden Award” 
—for leadership in the promotion 
of recreational boating and allied 
water sports. The 1956 winners, 
announced today, were the Boston 
Globe, Orlando Sentinel and Star, 
the Standard Star, New Rochelle, 
N. Y., and the Star, Columbus, O. 


s Though the majority of boat and 
accessory manufacturers haven't 
branched into advertising in the 
large consumer magazines, the 
number doing so is increasing 
yearly. Outboard Marine & Mfg. 
Co., Milwaukee, maker of Evinrude 
and Johnson outboard motors, 
along with Scott-Atwater Mfg. Co., 
Minneapolis, and Kiekhaefer Corp. 
(Mercury Motors), Fond du Lac, 
Wis., are among the principal man- 
ufacturers to rely heavily on con- 
sumer magazine advertising. (Out- 
board motor sales in 1956 were 
584,000 units.) 

Many of the inboard boat man- 
ufacturers like Trojan Boat Co., 
Lancaster, Pa., Century Boat Cc., 
Manistee, Mich., and Chris-Craft 
Corp., Algonac, Mich., are steadily 
invading the pages of consumer 
books. 

What was once a piddling opera- 
tion, boat trailers, is also fast be- 
coming big business. Carting a boat 
100 or 200 miles by trailer is getting 
to be a common experience, accord- 
ing to trade sources. 


s Trailer sales in 1956 were esti- 
mated at 100,000 and expected to 
grow at a considerably faster rate 
in the future. Mastercraft Trailers 
Inc., Middletown, Conn., and Pet- 
ersen Bros., Jacksonville, Fla., are 
among the fastest growing outfits 
in the business. It was only a few 
years ago that Mastercraft made 
the transition from second-hand 
auto parts to the trailer business. 

In 1956, 28,000,000 persons are 
estimated to have “hit the deck” 
for recreational boating. And there 
is a continually burgeoning crop of 
clubs and associations on every de- 
cent sized body of water in Amer- 
ica. Lloyd’s Register lists 807 
American yacht clubs; the North 
American Yacht Racing Union 
claims an affiliation of 820 clubs; 
American Power Boat Assn. has 
300 affiliates, and in addition there 
are said to be 850 unaffiliated 
boating groups. 

The New York show is being 
promoted by a $100,000 advertising 
campaign. The agency is E. M. 
Freystadt Associates. H. A. Bruno 
& Associates is handling public re- 
lations. + 


Prince Gardner Plans 
Spring Fashion Promotion 

Prince Gardner, St. Louis, is 
planning a “high fashion” cam- 
paign for spring. The color ads 
will feature one item and will 
show matching accessories, such 
as key guard, eye glass case, cig- 
aret case and lighter. Other ads 
will feature the men’s Thin Twin 
Registrar. The first ad appears in 
the February Seventeen. 

Prince Gardner’s ad schedule al- 
so includes Esquire, May 10; Holi- 
day, June; Life, May 6 and 27; The 
Saturday Evening Post, May 18; 
Seventeen, May, and The New 
York Times Magazine, May 26. 
Grey Advertising Agency, New 
York, is the agency. 


Formfit Sets Bigger Push 

The Formfit Co., Chicago, plans 
to increase its spring schedule of 
advertising in newspapers in the 
U. S. and Canada by about 20%, 
a company spokesman says. 
Formfit also plans a 10% boost 
in its spring schedule of magazine 
advertising; magazines on the 
schedule include Good House- 
keeping, Harper’s Bazaar, Ladies’ 
Home Journal, Life, Look and 
Vogue. A total of 258 newspapers 
in 136 cities will be used from 
Feb. 19 to June 25. MacFarland, 
Aveyard & Co., Chicago, is the 
agency. 


VanSant, Dugdale Forms PR 
Unit: Williams Named Head 

VanSant, Dugdale & Co., Balti- 
more, has established a public re- 
lations division. Ben L. Williams 
Jr., formerly an account executive 
of J. Walter Thompson Co., New 
York, heads the pr operation, as- 
sisted by Clinton H. Johnson, for- 
merly with Selvage & Lee, New 
York. 

First client for the new service 
is the metal products division of 
Koppers Co., which has been an 
advertising client of the agency 
since 1944. 


Kerker Peterson Names 
Wash, Boosts Three 

Kerker Peterson Hixon Hayes, 
Minneapolis, has appointed Allan 


J. Wash Jr. director of public re- 
lations. Mr. Wash formerly was 
manager of publications of Min- 
neapolis Honeywell Regulator Co. 

The agency also has promoted 
three members of its staff. They 
are Clarence R. Zaccardi, who be- 
comes executive art director; 
Philip R. MacTaggart, now radio- 
tv director, and James S. Stein, 
assistant copy director. 


Chicago Printers Get Pay Hike 

A $2.75-a-week pay raise has 
gone into effect for 1,200 Chicago 
newspaper composing room em- 
ployes, members of Chicago Local 
16, AFL-CIO International Typo- 
graphical Union. The increase was 
the second granted under a two- 
year contract that runs to Jan. 15, 


1958, covering employes of the 
Chicago American, Daily News, 
Sun-Times and Tribune. John F. 
O’Keefe, secretary of the Chicago 
Newspaper Publishers Assn., said 
the new weekly scale for the day 
shift is $123.50 and $129 for the 
night shift. 


Savings Group Sets TV Push 
The Federal Savings & Loan 
Assns. of the Philadelphia area are 
making their first venture into 
television advertising through a 
spot schedule on WRCV-TV during 
the next three months. The cam- 
paign, for the 67 associations in 
the area, wiil use the theme, “No 
two ways about it, it pays to save 
at a Federal.” In the past, these 
associations have concentrated on 
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newspapers alone, with individual 
banks using special] radio shows to 
help promote depositors. Ecoff & 
James, Philadelphia, is the agency. 


Attention! 


MAGAZINE PUBLISHERS 


We offer you full facilities plus 
centralized location for printing, 
binding and mailing your peri- 
odical publication, either sheet- 
fed multicolor letterpress, offset 
or web-fed offset. Ample paper 
supplies available. 


For detailed information, write 


M.A. Publishing Department, 
200 South 7th, Columbia, Mo. 


CAPITAL 


The nation’s capital is really cleaning up these days. The 
sale of soap and cleanser products has risen a sharp 23% 


in the past two years. 


With soaps and cleansers, a familiar story about Wash- 
ington is repeated—a story of sales gains significantly 
greater than those in other leading cities. It's a story that’s 


true in drugs, in home furnishings . 


thing you can name. 


WRGaxsWRG-TV..ccon 


NBC LEADERSHIP STATIONS IN WASHINGTON, D. C, 


.. in just about any- 


e e e IN SOAP AND CLEANSER SALES © 


Paralleling the Washington growth in soap and cleanser 
sales is the increasing use of WRC and WRC-TV by ad- 
vertisers in this category. Over the past two years, adver- 


tising of these products on the Washington leadership 
stations has climbed a big 251%. 


‘ Whatever you sell in D.C.—soap or soup, truffles or trifles 
—do as more and more advertisers are doing every month. 
Sell with the biggest guns in Washington's selling boom... 


SPOT SALES 
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Willson to Penn & Hamaker 


Baker-Raulang Co. 


Penn & Hamaker, Bedford, O., 
has appointed R. Thomas Willson a 
vp and account executive. Most re- 
cently a principal in Duffy & Will- 
son, Cleveland agency, Mr. Willson 
also has held advertising posts 
with Yale & Towne Mfg. Co. and 


INCREASE 
CORPORATE 
REVENUE 


income for your company by rentin: 
mailing tists te non-competitive 
National book clubs, record 
zines, business publications and ma 
firms will pay well for the privilege 
using (not buying) your 

direct mail advertising. Your prospect 
inquiries, buyers, stockholders. 
response, contest entries or 
ee are _ valuable. As highly 


es 
your interests and relieve 
tails. Request “gold mine 
obligation. 
LEWIS KLEID COMPANY 
25 West 45th Street, New York 36, 


any 


HOW A MAJOR EXECUTIVE CAN 


You ean find a handsome source of extra 


its 
— irms. 
clubs, maga- 
iN "order 


of 


names for their 
lists, 

premium 

other 
regarded, 
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| Kroger Sales Hit Record 

| The Kroger Co. reports its all- 
time sales record of $1,492,578,439 
| for 1956. The year also ended with 
the highest four-week sales since 
the company was founded 73 years 
ago. According to the preliminary 
report, 1956 sales topped the 1955 
total by $273,103,627, an increase 
of 22%. Sales for the 13th four- 
week period, ending Dec. 29, to- 
taled $128,187,852, an increase of 
12% over the 13th period of 1955. 
The average number of stores in 
operation during the last period in 
1956 was 1,481, a decrease of 7% 
from the 1,600 stores in operation 
a year earlier. 


Canfield Joins Henry Holt 

John J. Canfield, formerly with 
Look, has joined the magazine di- 
vision of Henry Holt & Co., New 
York, as assistant to the publisher 
of Field & Stream and Popular 
Gardening. 


over to Thos. F. McGrath 
& Associates. These 
photo engravers are 


fomous for their three 
“M's” (men, methods 
and machinery) and do 
the kind of an etching 


Cuicaco, Jan. 22—Concerned 
over a steady decline in egg con- 
sumption in the U.S. over the past 
six years, the Poultry & Egg Na- 
tional Board will use consumer ad- 
vertising for the first time in an 
effort to halt the slump. 

PENB’s initial consumer effort 
will be a four-color page in the 
March 23 issue of The Saturday 
Evening Post. The ad’s headline is 
“Eggs belong in everybody’s break- 
fast,” and body copy points out 
that eggs are high in protein, low 
in calories, appetizing, and may be 
prepared in many ways. 

A different ad—which stresses 
the need for larger egg sales and 
seeks financial assistance from egg 


a 


Syg02 Belong 


the BOD... fricmchig to all. trode 


SUNNY SIDE UP—This four-color 

page in the March 23 issue of The 

Saturday Evening Post will kick 

off the first consumer drive con- 

ducted by the Poultry & Egg Na- 
tional Board. 


producers—will be run free during 
February and March by American 
Poultry Journal, Everybody’s Poul- 
try Magazine, Florida Poultryman, 
Georgia Poultry Times, Hatchery 
& Feed, Poultry & Eggs Weekly, 
Poultry Herald and Poultry Trib- 
une. 


® The Post ad will be backed with 
a 25,000-piece direct-mail cam- 
paign which will go to all PENB 
members and allied industries. A 
four-color point of sale poster with 


spaces for imprinting is being pre- 


Slump in Egg Consumption Prompts Entry 
of Egg Board into Consumer Advertising 


pared by PENB in cooperation 
with the Institute of American 
Poultry Industries. 

Meat packers, dairies and relat- 
ed companies have been asked to 
cooperate in the campaign by men- 
tioning eggs in their advertising. 
The National Restaurant Assn. and 
other restaurant and hotel organ- 
izations also are being asked to 
feature eggs and egg dishes on 
menus. Promotional kits will be 
distributed by PENB headquarters, 
St. Charles, Ill., and from state 
PENB organizations. 

The campaign also will get sup- 
port from editorial articles in vari- 
ous publications in the food and 
allied fields. A two-page letter has 
been mailed to PENB members 
and companies directly and indi- 
rectly associated with the egg in- 
dustry informing them of the 
promotion and asking for tie-in 
advertising support. 

March is designated as National 
Egg Month this year instead of 
January, as has been the practice 
in the past. The fact that the Len- 
ten season will be in full effect in 
March is expected to bolster egg 
Sales. 

No one seems to know definitely 
why egg consumption has dropped 
in the past five or six years. Some 
blame the slump on a trend toward 
speedy breakfasts. Others say that 
eggs have not been promoted like 
tea, milk, meat and other food 
products. Still others blame pub- 
licity that has linked eggs and oth- 
er foods with causing heart disease. 


® Prior to this year the PENB 
advertised only in medical, die- 
tetic and home economics publica- 
tions, and did no advertising at 
all before 1950. The board, which 
was organized in 1939, has oper- 
ated on an advertising and promo- 
tional budget of from $200,000 to 
$300,000, the funds coming volun- 
tarily from egg producers and oth- 
er segments of the egg field. 
Late last year the PENB execu- 


tive board approved a new check- | 


off system which provides that egg 
producers donate 10¢ for every 
case of eggs (30 doz. eggs) sold 
during March—the money to go to 
PENB for advertising and promo- 
tion. As before, this 10¢ assessment 
will be made strictly on a volun- 
tary basis. 


If the Post ad is considered suc- | 
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SALES 
TERRITORIES 
OPEN IN 

SOME AREAS 


SKILLED CREATIVE ART SERVICE 
WITHOUT OBLIGATION 


millions of dollars in FREE 
advertising space 


absolute minimum cost! 


The space on dealers’ storefront windows is worth virtually 
millions of dollars in “billboard value” — yet this space is yours 
FREE for @ colorful durable American Decal spot sign or store- 
front dominating valance. American Decal signs tie in your 
advertising program at the all important point of sale by saying 
“Buy it here.” American decals stay on the job for years and 
don’t interfere with the washing of the window. Here is the 
perfect way to identify your dealer and promote your brand to 
a large “sidewalk circulation” every day of the year — at 


Write today for FREE samples and literature 
American Decalcomania Co. 


4334 W. Fifth Ave., Chicago 24, III. 
735 Prince Rd., Windsor, Ont. 


Mig. plants: Chicago - Cleveland - New York » Windsor, Ont., Can. 
Offices in all principol cities 
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| Egg Producers! Your Help is Needed! 


TRENDS IN OUR EATING HABITS* 
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| EGG PUSH—This Poultry & Egg Na- 
tional Board ad will be run free 
by seven poultry and egg publica- 
tions in February and March in 
support of PENB’s first consumer 
ad drive for eggs. 


cessful by the membership of 
PENB, more consumer advertising 
probably will be done this year. 
The campaign is being handled 
| by Western Advertising, which has 
| been PENB’s agency since 1950. e 


Miami Margarine Acquires 
Durkee Unit: Names Weber 
Miami Margarine Co.. Cincin- 
|nati, has acquired the Norwalk, 
|O., and Chicago table margarine 
| and salad products operations of 
| the Durkee Famous Foods division 
of Glidden Co., Cleveland. Miami 
Margarine also has named Elmer 
L. Weber, now general sales man- 
ager of the packaged products di- 
vision of Durkee, director of sales 
end advertising for its entire oper- 
ation. Miami makes Nu-Maid and 
|Fairview margarine. 
| Mr. Weber joined Glidden as ad- 
vertising and sales promotion 
manager for the paint division in 
1944. He later transferred to Glid- 
den’s Durkee Famous Foods di- 
vision. : 


Upjohn Co. Renews Series 
of Closed-Circuit Telecasts 

Upjohn Co., Kalamazoo, will 
continue in 1957 its series of 
closed-circuit telecasts for physi- 
cians, called “Grand Rounds.” The 
pharmaceutical company has pur- 
chased 33 newly-developed large- 
screen projection television sys- 
tems from General Precision Lab- 
oratory for use in the nationwide 
telecasts. 

Doctors in more than 50 cities 
will be invited to observe clinical 
staff meetings, diagnostic proced- 
ures and surgical operations. The 
telecasts will originate from lead- 
ing medical institutions in differ- 
ent parts of the country. 


Millinery Institute Names 
Marschalk & Pratt for Ist Drive 
Millinery Institute of America, 
New York, has appointed the Mar- 
schalk & Pratt division of Mc- 
Cann-Erickson, New York, to 
handle its first advertising cam- 
paign. The campaign will break in 
the Feb. 15 Vogue and in the 
March issues of Charm and Glam- 
our and Harper’s Bazaar. 
Communications Counselors Inc.., 
pr affiliate of McCann-Erickson, 
which handled the pr program of 
the institute last year, has started 
on an expanded program for 1957. 
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Advertising Age, January 28, 1957 
More Advertising 


by Home Builders 
May Be in Offing 


Cuicaco, Jan. 24—A sharp in- 
crease in advertising and merchan- 
dising activity by the home build- 
ing industry may be in the offing. 

The home builders, caught in a 
downward trend in sales and see- 
ing nothing like a certain means of 
reversing the trend, are talking 
more and more about what better 
advertising and sales programs 
might do for them. 

“Builders must realize that to- 
day’s market belongs to the buyer 
rather than the seller and must re- 
vamp their merchandising tech- 
niques to stay in business,” John 
Bauer, chairman of the merchan- 
dising committee of the National 
Assn. of Home Builders, told the 
13th annual meeting of the NAHB 
here this week. 

“All people today possess some 
sort of shelter,” Mr. Bauer pointed 
out, “but home builders must cre- 
ate a demand for better housing to 
offset buyer apathy.” To do this, 
he said, home builders will have 
to devote much more attention to 
three merchandising needs: Better 
advertising and promotion, better 
selection and training of sales per- 
sonnel and better compensation for 
salesmen to give them more incen- 
tive. 


® Among the estimated 30,000 
builders attending the meeting, 
however, better merchandising 
seems to be regarded mainly as a 
way to sell more expensive houses 
—$35,000 and up—which seem to 
have become the mainstay of many 
builder businesses. 

But the big problem facing the 
builders, the one around which 
most of this year’s NAHB meeting 
centered, is the tightening money 
problem and the increased scarcity 
of mortgage funds. The mortgage 
fund shortage, the builders report, 
has disqualified many buyers, in- 
creased discounting, encouraged 
higher down payments and brought 
about shorter term loans. All of 
these in turn have narrowed the 
market. 

This market weakness was re- 
flected in last year’s drop of hous- 
ing starts to 1,100,000 from 1955’s 
record 1,300,000 starts. There being 
little reason to expect a change in 
this trend, most predictions about 
1957 center around the 1,000,000 
mark—with some belief it might 
turn out well below that level. 

Topping off this picture, the 
Federal Housing Administration 


Beall Haley 


Jordan 


EFFECTIVE—Winners of the second and third grand awards, respectively, 
in the 25th annual national outdoor advertising art competition spon- 
sored by the Art Directors Club of Chicago, were Procter & Gamble 
Co. (for Cheer) and Theo Hamm Brewing Co. Posing with the Cheer 
poster are jury members Lester Beall, designer; John W. Haley, ad 
manager, Narragansett Brewing Co.; Ray Jordan, vp and art director, 
Henri, Hurst & McDonald; William H. Buckley, president, Art Direc- 
tors Club of New York, and vp and art director of Benton & Bowles, 


Goodrich Kirchoff 


Thul Willmarth 


and Marlowe Hartung, vp and art director, Miller, Mackay, Hoeck & 
Hartung. Jury members posing with the Hamm poster are Lloyd 
Goodrich, assistant director, Whitney Museum of American Art; Dale 
Kirchoff, art director, Gardner Advertising Co.; J. M. Thul, vp and 
director of advertising, Seven-Up Co., and John Willmarth, exec vp 
and art director, Earle Ludgin & Co., and chairman of the exhibition 
committee. Young & Rubicam is the Cheer agency; the Hamm poster 
was produced by Campbell-Mithun. (Story on Page 2.) 


to 5%. 


of the home builders’ problem is, at 
this point, that they might do well 
to start cultivating several low in- 
come markets they’ve been largely 
by-passing. 

Sen. Sparkman told the builders 
that the “unmet need for housing 
has again been forcibly demon- 
strated to me by a survey recently 
completed by the Senate subcom- 
mittee on housing. Data from 131 
cities showed that the most critical 
areas of need are: Low-income 
families, middle-income families, 
minority group families and elder- 
ly persons.” 

Profits for builders in these mar- 
kets have never been high but 
federal housing legislation encour- 
aging such building has been on 
the books for several years and 
many builders say they’re now be- 
ginning to study it more seriously. 

Most builders seem fairly con- 
vinced that the government’s tight 
money policy isn’t going to let up, 
certainly not quickly enough to 
save the day for 1957. Nonetheless, 
NAHB has gone on record in a 
strong policy statement urging the 
government to come to the rescue, 
mainly by expanding the Federal 
National Mortgage Assn.’s_ vital 
secondary mortgage activity un- 
derlying the whole mortgage mon- 
ey market. 


s During the NAHB convention, 
the association made awards to 
newspapers for special National 


last Dec. 4 raised the interest rates 
on FHA-insured loans from 4%% | 
to 5% and, according to Sen. John | 
Sparkman (D. Ala), chairman of | 
the Senate housing subcommittee, 
chances are the Veterans Adminis- 
tration will follow suit and jump) 


Home Week sections published 
last September. The Miami Sunday 
News won first place in sections 
with color and the Chicago Daily 
News took first in the b&w section 
class. 

Two other print media, mean- 


s Federal housi fficials’ view 
pte Bie ram > Be |Families with Children competi- 
'tion and Practical Builder awarded 


VA-guaranteed loans from 4%%, while, were on the award giving 


end. Parents’ Magazine gave 
awards to three builders who won 
its seventh annual Best Homes for 


“Oscars” and plaques to seven 
builders for top merchandising 
programs. 

Household Magazine came into 
the home builders show big this 
year by building a replica of the 
winning house design in its “Read- 
ers-Choice” home contest. The rep- 
lica was constructed full size on a 
barge which was moored in the 
Chicago river. . 


Reach, Yates Resumes 
Operations, in Good Odor 

Newark, Jan. 25—Some 50 em- 
ployes of Reach, Yates & Mattoon 
returned to work this morning 
after an unexpected three-day 
holiday. 

The agency people were ordered 
to evacuate their 126-year-old 
building here Tuesday by city of- 
ficials after noxious fumes were 
detected in the basement of the 
structure. The agency basement is 
historic. It was a stop on the fa- 
mous “underground railway” that 
Negro slaves took to the north and 
freedom. 

Health and fire officials, who 
were unable to identify the fumes 
or their origin, ordered the agency 
to install an extra ventilator and 
a blower in the basement. 


Korvette Asks for Big Board 

Application has been made by 
E. J. Korvette Inc., New York, dis- 
count department stores, to list 
1,368,800 shares of common stock 
on the New York Stock Exchange. 
Currently traded over-the-counter, 
shares are selling at around $20- 
$21. 


Corrections, Additions to Magazine Revenue Listing 


Listed below are corrections and additions to the table of 1956-1955 Advertising Revenue 
of Magazines that ran in last week’s issue of ApvertisINGc Ace. It is suggested that these 
changes and additions be appended to that table: 


CORRECTIONS should be substituted for the Jan. 21 figures. 

Per Cent Per Cent | | 
1956 1955 Change 1956 1955 Change 

Delete Delete: : 

Popular Science $3,109,819 $3,032,345 - True $2,431,087 $2,146,651 +13.3) | 
Add: Mechanix Illustrated 1,189,415 1,140,065 + 43 
Popular Science 3,109,819 3,032,345 + 26 Fawcett Women’s Group 696,230 880,588 —20.9 
Delete: Motion Picture op 460,819 a 
True Confessions 888,1 935,729 — 5. 
oa Screen 1,237,704 1,081,872 —44 Ada: pratt “ omy 

. True 21,4 2,230, 
Sete Spe nen sap A7S S44 | nechostn Wentvated 1,367,403 1278074 «= + «6.2 
Revenue figures carried in the Jan. 21 issue for | Fewsett Women’s Group 1,336,036 1464987 — 88 
the Fawcett magazines listed below were actually Motion Picture 417,23) 478,051 —127 
gross revenue figures less frequency and cash dis- Trve Confessions 918,805 986,936 — 69 
counts, and therefore were not comparable to fig- ADDITIONS 

ures for other publications, which were gross fig- Per Cent 
ures that did not take discounts into consideration. 1956 1955 Change 
The comparable gross figures, as measured by PIB, | Life International $4,632,365 $3,805,050 +217 


Los ANGELEs. Jan. 22—Recapitu- 
lating joys, sorrows and precepts 
of his years in the advertising 
business, Don Belding said last 


night that he was “ashamed” of 
|the advertising business when it 
failed to fight for the 15% commis- 
|sion in its bout with the Justice 
Department. 

Close to 300 advertising and civic 
leaders turned out last night to 
honor the Foote, Cone & Belding 
executive, the first recipient of the 
annual award of Western States 
Advertising Agencies Assn. to out- 
standing ad men in the West. 

Mr. Belding retires from the 
agency tomorrow, but will remain 
on a consulting basis for the next 
five years. 

Mr. Belding presented an opti- 
mistic picture for the advertising 
business, with emphasis on the role 
of the small agency man. He said 
that by.1965—when gross national 
product passes the $500 billion 
mark, ad billings should reach $15 
billion. This will represent growth 
opportunities to all segments of 
the business, but members of 
WSAAA should obtain a bigger 
than average share of the increase, 
in Mr. Belding’s opinion. 


= Taxes will continue to plague 
business, so one problem facing 
small business organizations will 
be “for tax reasons” mergers. This 
points up, said Mr. Belding, the 
dilemma of the small agency, 
which knows that the better job it 
does, the more certain it is the 
client comes to the attention of 
competition—with the result he 
takes his money and gets out, or 
looks for “the prestige of a big 
agency.” 

Discussing the consent decree 
entered into by advertising groups 


HAL R. YOCKEY, formerly ad manag- 

er of Pan-Am Southern Corp., is 

joining Joseph Katz Co., New 

York, which has been named to 

succeed Fitzgerald Advertising, 

New Orleans, on the Pan-Am ac- 
count. 


Belding Sees Extra Growth for Western 
Agencies; Deplores Anti-Trust Capitulation 


with the Justice Department, Mr. 
Belding asserted the advertising 
business should have fought in de- 
fense of the 15% commission. 

“The Madison Ave. bunch ran 
like scared quail,” he said. “Usual- 
ly I am proud of the advertising 
business, but on that occasion I 
was ashamed of it.” 

Observing that the consent de- 
cree prevents joint action by agen- 
cies or other ad groups, and allows 
media to deal direct with clients 
without pressure from reputable 
associations, Mr. Belding said he 
expects the decree will have little 
effect on agencies, particularly 
small ones which depend largely 
on fees. 

On the subject of agency solicita- 

tions, Mr. Belding said he feels 
small agencies have three strong 
points: 
e Close association between the 
head of the client and the head of 
the agency. (However, it is possi- 
ble to be too close, he said, and it is 
advisable to watch this.) 


e The principal of the small 
agency can look after an account, 
which is never completely possible 
in a large agency. 


e The head of a small agency can 
be a specialist in his line. “Our 
business is different” remains a 
common feeling, and the small 
agency head can turn this to his 
advantage by specializing and be- 
ing known as a leader in a particu- 
lar industry. 


® Looking ahead, Mr. Belding said 
he has gone through the periods of 
(1) growth and development and 
(2) development and accumula- 
tion. Now he seeks (3) “spending, 
service to the community and na- 
tion, and satisfaction.” Since “you 
can’t take it with you, and can’t 
live forever,” Mr. Belding said, he 
will spend everything he realizes 
each year from his holdings. 

For service, he plans to concen- 
trate his efforts in three spheres: 
as vice-chairman of the National 
Monument Commission and as a 
member of the Los Angeles Airport 
Commission and the Los Angeles 
Metropolitan Transit Authority. 


American Tobacco Is 
‘Wells Fargo’ Co-Sponsor 
American Tobacco Co., New 
York, and not Toni Co—as AA 
reported last week—will co-spon- 
sor the new “Wells Fargo” series 
on NBC-TV with General Foods 
Corp. starting March 18. 
American Tobacco’s agency on 
the show will be Sullivan, Stauf- 
fer, Colwell & Bayles. The General 
Foods contract was placed through 
Young & Rubicam. 
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THe ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 
$16.50 per column inch, and card discounts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


AVIATION PUBLIC RELATIONS 
MAN WANTED 
We are looking for an able PR executive, 
preferably in his early 30's, with aviation 
experience, to work on one of our ac- 
counts in New York. He must be a good 
writer and contact man with newspaper, 
magazine and perhaps company experi- 
ence. We want a man with initiative who 
is ready and able to take responsibility 
and build his own future. Write to us in 
confidence, giving us your background, 
age and salary required. Interviews will 
be in New York 
Apply Box 9251, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 Chicago 
SALES OPPORTUNITY 
We are looking for a man under 35 who 
can immediately, or after a short training 
period, sell and service local and national 
advertising accounts. We are located in 
Chicago and are the fastest growing com- 
ny in the direct mail advertising field. 
The right man is assured an excellent fu- 
ture. Send full resume in confidence with 
first letter. 
Box 9132, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
EDITOR-WRITER 
Let’s exchange resumes. We'll tell why 
working in Madison, Wisconsin, is delight- 
ful; of the challenging opportunity with 
our four-magazine publishing company. 
You tell us about yourself, your ability as 
an editor-writer, your ambitions. 
Write Editorial Director, 2132 Fordem Av- 
enue, Madison 1, Wisconsin. 


JOB MARKET 
FOR 


CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 3-4424 
Bankers Bidg. Chicago 3. 


Young man who wants a challenge and a 


| 4 


| submit picture with your resume. 


| 


future...we have the job for you! Na- 
tional advertiser. with rapidly growing de- 
partment, needs you to work with our 
agency and company executives in de- 
veloping sound, sensible advertising ma- 
terials for use by company’s sales force. 
Prefer married man with 2 or 3 year’s 
creative experience who can start for 
moderate salary and prove he’s worth 
more. Will eventually take on rr 


HELP WANTED 


HELP WANTED 


Advertising Age, January 28, 1957 


POSITIONS WANTED 


ADVERTISING SALESMAN 
Established trade publication offers real 
opportunity to an experienced salesman. 
Eastern territory, with headquarters New 
York. Aviation background required. 
Guaranteed salary with liberal commis- 
sion for results. Write fully to 

Box 9281, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
EXCELLANT OPPORTUNITY for finished 
artist with growing ten man midwestern 


duction lettering, some retouching, etc. 
Write full details. Confidential. 

Box 9273, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

SPACE SALESMAN 

Now covering State of Ohio who could 
add a new consumer publication (Ohio 
Boating) to his schedule. First issue this 
spring. Established publisher. 

Box 9278, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


bilities in national advertising. We "re lo- 
cated in pleasant, progressive community, 
ust two rail-hours from Chicago. Please 


Box 9276, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SPACE SALESMAN 
for top, fast-growing TV trade publica- 
tion. Radio, TV or trade paper back- 


| ground required. 


Box 9275, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ASSISTANT EDITOR for growing national 
trade magazine. Must know magazine pro- 
duction and layout; write fast, crisp copy. 
Knowledge of photography and retailing 
helpful. Age 25 to 35. Send resume of ex- 
perience, ability, and salary requirement 
to Editor, Photo Developments, 104 East 
Michigan Ave., Jackson, Michigan. 
Advertising Space Sales 
Young, aggressive. With some experience. 
Three solid papers in building line. New 
York location. 
Box 9277, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING 
ACCOUNT EXECUTIVE ................ 
ADVTG. PRODUCTION MGR. . 
COPYWRITERS, Agency or Mfr. 
TECHNICAL WRITER ..... , 
EDITOR, Trade, Agricultural ‘exp 
ADVTG. ASSISTANT, Mfr. 
MANY MORE GOOD OPENINGS 
SHAY EMPLOYMENT AGENCY 
30 W. Washington Chicago 2, Illinois 


ART DIRECTOR 
Who has been places, seen things and 
done things. One with knowledge and 
convictions regarding effective advertis- 
ing and good layout. One who knows pro- 


duction and can keep the freshness from | 


layout to finish. No novice. No screwball. 
No artistic genious. An ADVERTISING 
man. Newly started agency with profes- 
sionals of proved accomplishment. Michi- 
gan Ave. Small. No bull-pen. Real crea- 
tive teamwork operation. An unusual op- 
portunity. 
Box 9272, ADVERTISING AGE 
200 E. Tlinois St., Chicago 11, Illinois 

SPACE SALES OPPORTUNITY for alert, 
creative salesman to cover Ohio and west- 
ern Pennsylvania. Will represent two top 
industrial magazines both ABC, and both 
carrying substantial billings from this 


area. Top compensation based on salary | 


and incentive commission, plus travel ex- 
penses. Previous experience in business- 
paper space sales is essential. Send com- 
prehensive resume of background and 
—— 1 to 
Box 9274, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 


| 


| tial. 


MARKET RESEARCH ANALYST 
Large Massachusetts consumer goods 
manufacturer needs a senior marketing 
research analyst for supervisory job in es- 
tablished department. Candidate should 


keting research with at least two to three 
years experience in consumer survey 
work. Must be skilled in interpretation of 
data and writing survey reports for man- 
agement. Supervisory experience essen- 
College degree in business adminis- 
tration or equivalent necessary and some 
knowledge of statistics would be helpful. 
Salary commensurate with skill and expe- 
rience. Send resume and present salary to 
x 9280, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


METAL WORKING OR 
MACHINE TOOL AD MAN 
If you have experience, advertising or 
editorial, with metal working or machine 
tools, we have an excellent opening for 
you. Permanent. Good salary, bonus and 
future. Write: 
Box 9279, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


have a well rounded background in mar- | 


away. 


best. 
If you feel 


it’s by mail. 
to handle a matter as 


General 


time-consuming as this 


Write in complete confidence to: F. J. Wachter, 
Manager, Erwin, Wasey & Com 
230 North Michigan Avenue, Chicago 1, 


WANTED 


CREATIVE DIRECTOR 
for 
Erwin, Wasey & Company 
Chicago 


Our group is small (40 at the moment) but 
growing. The result is a ground-floor oppor- 
tunity for a man who may perhaps be in a 
large organization where the top spot is years 


Our creative staff is on the young side (average 
age 39), conscientious but not crotchety. 


We need an idea man—a pattern maker. He will 
be creative down to his toes—the ordinary be- 
ing something he never could stomach. And he 
will be an organizer—capable both by example 
and enthusiasm of getting others to give their 


Salary is open. And so is the future—wide open. 
ou’re our man, tell us. But be sure 
We're too busy minding the store 


“So and, therefore, 
phone. 


“Illinois. 


Wanted—Young Ambitious Agency Man— 
Interested in printing sales career with 
well established offset and letterpress 
plant. Salary $125.00 per week, plus 
commission and expense arrangement. 
Box 9282, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


agency in city of 150,000. Paste-up, pro- | 


PARTNER WANTED, L.A. AGENCY 
Vigorous, young, highly regarded Los An- 
geles agency needs strong working partner 
with successful agency background. Now 
billing % million in consumer accounts, 
with substantial immediate new business 
prospects. Minimum —- investment. 
Your confidence respecte 
Box 9283, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Help Wanted 
Growing advertising agency seeks account 


salesman. odest drawing account plus 
commission. Excellent opportunity for 
right man. 


Box 9284, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CIRCULATION 
MANAGER 
Outstanding industrial publication 
requires circulation manager to 
handle all phases of its circulation 

program. 


Reporting to the publisher, the 
manager in cooperation with edi- 
torial and sales managements, will 
recommend plans for improving 
coverage of buying influences in 
industrial markets. He will devel- 
ep circulation policies, determine 
circulation potential, maintain 
control of circulation quality, and 
recommend subscriber-service pol- 
icies and methods of improving 
renewal percentages. He will de- 
velop methods to increase effec- 
tiveness of mail and field selling 
and provide accurate analysis of 
circulation coverage and trends 


The man we select will have a fa- 
miliarity with industry and will 
have had experience in circulation 
management, sales promotion and 
direct sales. 


Send complete resume and ez 
requirements to Box 566, 125 W 
St., N.Y. 36. 


MR. PUBLISHER 


For the past seventeen years, this 
highly successful creative publisher's 
rep sold advertising space exclusively 
for the leading U.S. trade journal in 
its field. He now seeks one publication 
of merit for advertising representa- 
tion. Has N.Y.C. office. Commission 
only. Box 420, Advertising Age, 480 
Lexington Ave., New York 17, N. Y. 


ADVERTISING SALES 
OPPORTUNITY 

87 year old industrial publication, leading 
journal in the forest industries and build- 
ing products field, seeks young man, 28- 
32 to sell advertising space; travel; some 
selling experience d Write for in- 
terview, giving age, education and busi- 


ness experience. 
Box 9285, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EDITOR, COMPANY PUBICATIONS— 


| Our editor upped to PR slot; replacement 


needed immediately. Will take over key 
spot in Advertising-Public Relations Di- 
vision of National corporation’s Florida 
headquarters. Salary starts in $5,000 
bracket. Top employee benefits; fine 
physical set-up with art and clerical as- 
sistance. Our man may be editor or suc- 
cessful second man qualified to take full 
charge two monthly publications covering 
multi-state operation. Should sales- 
minded story developer; good layout 
hand; impressive contact man. Special as- 
signments involve limited travel. Inter- 
view arranged. Send us detailed resume 
and snapshot. Address: 
Box 9286, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
OPPORTUNITY 
Capable advertising man with agency ex- 
perience to represent large Chicago news- 
paper in the national advertising field. 
Food experience desirable. Discussion 0: 
earning potential will establish excellence 
of opportunity. The territory is new and 
therefore requires service of man who has 
the capacity for hard work, is aggressive 
and has substantial know-how and inge- 
nuity. Please give some detail in reply to 
Box 9287, ADVERTISING AGE 
200 E Illinois St., Chicago 11, Illinois 


ADVERTISING-SALES PROMOTION 
7 yrs. hard goods experience in Sales 
Prom. & Product Adv. (media, Prod.) 
over million dollar budgets, seeks more 
challenging position with top company. 
Box 9089, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
TOP CREATIVE ART DIRECTOR 
AND LAYOUT MAN AVAILABLE 
Perm. or free lance basis. Chicago only. 
Box 9258, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
REWARD TO CALIFORNIA AGENCY 
in ideas, hard work, client satisfaction. 
Leading 4A agency AE; 10 yrs. on variety 
of consumer products. Write for resume. 
Box 9289, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLICITY MAN-INDUSTRIAL 
Experienced publicity man with wide 
technical background in electronics, 2-way 
radio, TV, HI-FI, engines, and chemistry 
seeks publicity/PR post with agency or 
industry. A seasoned professional writer 
with excellent press relations and strong 
merchandising sense. Can set up complete 
publicity department. 
Box 9290, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
RESEARCH DIRECTOR. 13 yrs. with lead- 
ing agencies. Heavy in foods, beverages, 
package goods & durables. 
Box 9291, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPY-CONTACT MAN 
Nearing top of unique short ladder, lacks 
both knife and desire to hack way on up. 
Definitely not lacking brains, drive or 
own fair share of solid successes. Expd 
all media, B.S., 29, family, now $9,500. 
Box 9282, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXPERIENCED ARTIST 
whose major is modern design and lay- 
out—but who can also do some finished 
art when required. Well established crea- 
tive Lithographing and Printing Organi- 
zation has opportunity for qualified man. 
Catalogs, Booklets, Brochures, etc. pre- 
pared for variety of accounts. Located in 
growing midwest city of 80,000. Give age 
and full details, including salary required. 
Box 9288, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


One Man Agency 


Wallowing in a mass of 
detail — financing —too 
much overhead — no 
chance for a day off. 
If that is your picture, 
we offer you the detail 
services of a medium 
sized, fully recognized 
and high credit organiza- 
tion in which you can 
keep full independence 
of operation. 
All letters strictly con- 
fidential. 

Address Box No. 390 

Advertising Age 

2 E. Illinois Street 

Chicago 11, Illinois 


ACCOUNT EXECUTIVE 
Aggressive young man(34) with 12 years 
valuable agency experience on wide va- 
riety of accounts. Solid background in 
agency management, contact, service, 
planning, copy, production. Excellent co- 
ordinator; proven ability to handle re- 
sponsibility 

Box 9293, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CREATIVE LAYOUT ARTIST 
8% yrs. experience in ad agency, direct 
mail, sales prom. from idea to finish-to 


relocate in West or So. West; from N.Y.C 


Box 9294, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


REPRESENTATIVES WANTED 


PACKAGING REPRESENTATIVE 
Major packaging manufacturer in NYC, 
offering outstanding design in semi-rigid 
transparent containers, seeks Rep with 
following of consumer products. Lucrative 
territories available on commission basis. 
Reply stating lines carried and territory 
covered. 

Box 9295, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


REPRESENTATIVES AVAILABLE 
Young, Poised and highly creative repre- 
sentative seeks publication. Will complete- 
ly cover N.Y.C. and north east. Excellent 
producing record. Offering top agency and 
company contacts, energy and ambition. 

Box 9166, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


ATTN: TOP FLIGHT a ye 
ABILITY FOR & 

ACC’T EXEC (OR ASST) 
Ready for greater responsibility on my 
own of as right om. Good administrator 
and detail man. 9 yrs. agency exp. work- 
ing with mfgrs., distribs., doing contact, 
service, merchandising, marketing, radio- 
tw production, media, research. Stron 
client service and merchandising (plan- 
and execution with sales force and 
dealers). Heavy back —— in susmonees, 
hardgoods, some f 30, mai 

Box 427 ADVERTISING AGE 


480 Lexington Ave., New York 17, N. Y¥. 


$1,000,000 EXPERIENCE 
OFFERED 


Presently handling varied accounts 
from automotive to beverage includ- 
ing sales promotion for over 2,000 
dealer outlets. 35 year old college 


For past nine years worked closely with 
top sales management on a variety of 
marketing problems. Directed successful 
advertising and promotion campaigns at 
national and local levels. Strong on plan- 
ning, presentations, and promotion. Solid 
industrial background, also form, appli- 
ance and automobile experience. ve 
outgrown present position as AE for a 
ten’’ agency on medium to small 
account, must have more responsibility. 
Age 30, A.B. degree. Now in Chicago, = 
relocate. For résumé or interview, write 
Box 429 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


graduate interested in or ty. 
Box 422, ADVERTISI AGE 
480 Lexington Ave. N.Y. 17, N.Y. 
LABLE LAYOUT ARTIST 
CREATIVE ‘ACCOUNT EXECUTIVE Wisconsin's leading creative lithog- 


rapher has splendid opening for ex- 
perienced layout man with flair for 
contemporary design. Brochures, an- 
nual reports, booklets, etc. for variety 
of accounts, many national. Air con- 
ditioned 10-man studio in modern 
plant, Milwaukee. 

Give age, details of experience and 
education. Box 408, ADVERTISING AGE, 


200 E..Illinois St., Chicago 11, Ill. 


or he may be an adverti 
of packaged consumer aaa 


successful national cam 


tween 35 and 40 


earnings, for strict] 
ADVERTISING AG 


LIFETIME OPPORTUNITY 
FOR TOP CREATIVE 


ADVERTISING MANAGER 


He may be an agency copy-chief, group head or account supervisor, 
manager 
ucts. 

He must be highly creative; able to develop new salesproducing 
themes and to give them arresting presentation in any medium. 
He must have proved this ability by direction of conspicuously 
igns for packaged consumer products 
involving annual expenditures in excess of $1,000,000. His present 
earnings must indicate his experience and proved ability. Age be- 


He will be given charge of the advertising of a national product, an 

outstanding leader in its field, with op’ 

millions of sales. He will be backed by 

of a strong and diversified company. 

Our executives know of this ad. Send résumé, arg ow 
confidential review to: President, 

480 Lexington Ave., New York 17, New York. 


or a su manufacturer 


rtunity for many more 
e facilities and resources 


MIDWESTERN REPRESENTATION 
Experienced representative has ample 
time available for an additional estab- 
lished publication. Successful record, ex- 
cellent contacts 

Box 9296, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 


Ideal space for artist in 4A agency on 
Michigan Ave. North light, artist table, 

lamp, plenty of shelf space. Work avail- 
| able. Rent reasonable. Send name, ad- 
dress, telephone. Will contact immediate- 
| ly. Box 9297, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
| BUSINESS OPPORTUNITIES 
| Industrial Publication for Sale 

Box 9271, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 

TO 8-T-R-E-T-C-H EXECUTIVE TIME 
and for all who work on a oe and 
can't afford to miss a deadline . this 
desk-pad-size JUMBO PANNING ‘CALEN- 
DAR; one 17” x 22” sheet for each month 
| with a large 2%" square box for each day 
to give you plenty of space to write your 
commitments and make notes...to help 
you plan your time in advance. Also on 
same sheet small calendar of preceding 
and following month. Supply limited! 
Send $2.75 for one, $10 for five or $20 for 
a dozen JUMBO CALENDARS to COLOR- 
TONE PRESS, Creative Lithographers & 
Photo-Typographers, 2412-24 17th S&t., 
N.W., Washington 9, D.C. 

Buy saturation coverage on TV & Radio 
Giveaway shows in Los Angeles & the 
West at low cost. Film Star Endorsements 
also arranged. Write Reberts & Gail, 4880 
Hollywood Bivd., Hollywood 28, Calif. 


“WHAT DO YOU OWE YOUR MEN?”, 
the highly praised practical booklet for 
those who influence or want to influence 
others—$1. FREE details. MATTSON 
ASSOC., BOX 862, CHICAGO 90. 


¢ 46th Year 
TV-RADIO “PRODU oe. ic 

Heavy, varied exp. FS Xoo. 
ADV-SLS. PROM. MGR. 2 7510000. 
COPY-CONTACT. Agricultural. 

Heavy singe benefits. to Sebee, 
CATALOG WRITER 500. 
—, PROM. WRITER, 

-2 yrs. cop experience 


GLADER ORPORATION 


“The Agency's Son 
Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = HLLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 
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Advertising Age, January 28, 1957 


AGENCY EXECUTIVE AVAILABLE SHORTLY 


President and one-third owner, million dollar consumer goods agency, 


, wishes to relocate due to recent agency policy changes. 


t Sound background all phases agency operation and activities. 


Strong creative experience all media. Long service record, 
| and nati 


j particularly on reg 


| packaged food and hard goods 


| accounts requiring broad agency sales, advertising, merchandising 


and marketing planning. Good new business record. 


By Mid-thirties, family. University graduate. $20,000-25,000 bracket. 


Especially interested New York 


agency. Box 424, Advertising Age, 


480 Lexington Avenue, New York 17, N Y. 


ACCOUNT EXECUTIVE 


Wanted 


Chicago agency . . . ten years 
‘ young, has room for a top-flight 
contact man... (or woman). 

He will handle the creative 
and be backed with full staff 
that gets the job done. We cover 
consumer g on thru tech- 
nical products. 

Unusual remuneration for the 
right man. Box 426, Advertising 
Age, 200 E. Illinois St., Chicago 
11, Hlinois. 


PRINTING MANAGEMENT 


Responsible position open with national 
organization, headquartered in Chicago, 
for capable man in his thirties as assist- 
ant to and potential replacement for 
head of publishing operation. Require 
experienced writer, preferably now em- 
ployed by trade publication serving con- 
struction or non-metallic mineral indus- 
tries field. Experience as a technical editor 
highly desirable. Should also have work- 
ing knowledge of printing and production. 


Man must be ambitious and demonstrate 
administrative capabilities. Position offers 
a fine future and security. Salary open. 
Send complete résumé, including salary 
requirements, to Box 421, Advertisi 

|| Age, 200 E. illinois St., Chicago 11, Ill 

| nois. All replies confidential. 


om =6| WHO CAN WRITE 
SOME EXCITING 
SALES LETTERS 
FOR US? 


We are a small mail order 
house finding it hard to get 
new customers. 


At this time we do not 
want any agency connection. 
We're looking for a Free 
Lance writer. 


Box 423, Advertising Age 
480 Lexington Ave. 
New York 17, N. Y. 


Wanted 

. INDUSTRIAL ADV. MGR. 
for 

WESTERN MANUFACTURER 


Desirable location, permanent posi- 
tion, excellent opportunity for man 


ment. Experience in overall indus- 


important. This is a solid spot with 
a long-established leader in its field. 
Send full details, 


St., Chicago 11, Illinois. 


familiar with heavy industrial equip- 


trial campaign planning, including 
copy, production and agency contact 


samples, photo 
and salary range first letter. Box No. 
418, Advertising Age, 200 E. Illinois 


Security, steady advancement, pleas- 
ant environment, interesting work 
with creative variety in news media, 
radio and TV, direct mail, employe 
publications. These opportunities are 
offered an enterprising young man 
between 25 and 35 by large upstate 
New York utility. Must have at least 
three years’ advertising or newspaper 
experience. Send photo with letter 
‘| and state salary desired. Box 419, 
|| Advertising Age, 480 Lexington Ave., 
New York 17, New York. 


Copywriter—Newsman 


is draining your profits.) 
You don’t want “conversat 


need it NOW. Here it is: 


can be met practically only by 


torial and sales facilities are 
as required. 
We operate such an organiz 


their publishers into our organ 


sound, We welcome the oppor 
our program and plans for its 
and complete confidence. 


NEW YORK ¢@ 


A SOLUTION TO THE CRISIS FACED 
BY MANY SINGLE-MAGAZINE 
PUBLISHERS! 


If you are a single-magazine publisher today, you realize fully 
how seriously you are caught in the squeeze of high costs and 
tougher competition. A recent authoritative study proved that 
over half of all business magazines with an income under $150,000 
lost money in 1955. (And, even if you are successful the “squeeze” 


ion.” You need a solution and you 


Today’s publishing cost problems for the smaller publisher 


the multi-magazine house, in which 


only a share of the total overhead is charged against any one 
publication and in which extensiye production, promotion, edi- 


made available to each publication 


ation. We are now interested in dis- 


cussing with principals a new program—in which you can RE- 
TAIN YOUR IDENTITY—to bring additional magazines and 


ization. Under this program, already 


successfully in effect, you may become a permanent participant 
in our over-all company activities, or, if you prefer, can set up a 
publishing plan that will lead to early and profitable retirement. 

There are a number of very interesting facets to this program. 
We have a great deal to offer you if your publication is basically 


tunity to visit with you and discuss 
immediate activation . . . in detail 


ap 


DAVIDSON PUBLISHING COMPANY 


CHICAGO @ DULUTH 


PLEASE REPLY TO DULUTH OFFICE 
405 E. SUPERIOR ST., DULUTH 2, MINN. 


G. A. HINCKER has been named ad- 
vertising manager of Webster- 
Chicago Corp., Chicago. Before 
joining Webcor as assistant ad 
manager .last year, Mr. Hincker 
was with Young & Rubicam. 


Drake Plans Suburban Hotel 

The Drake Hotel, Chicago, is 
planning to build a new hotel, the 
Drake North, on a 15-acre tract in 
the northwest suburban area. The 
Drake terms the move as the first 
expansion of its kind by a major 
Chicago hotel and probably with- 
out precedent in the entire hotel 
industry. 


Pan-Am Southern to Katz 

Joseph Katz Co., New York, has 
been appointed to handle all ad- 
vertising for Pan-Am Southern 
Corp. The account was previously 
handled by Fitzgerald Advertising, 
New Orleans. 


DRAKE PERSONNEL 
Contact Us In Confidence 


MARKETING MANAGER $25-30,000 
35-40. Multi-plant mfr. seeks 
level Marketing Manager who wi 
become Vice President in this 
rapidly expanding firm. Knowl- 

ge of national markets, re- 
search, planning, etc. 


ACCOUNT EXECUTIVE $10-15,000 
To age 36. For highly rated mid- 
west agency. Merchandisi ex- 

rience in supermarket chains. 

is man should be adaptable to 
other type of accounts. Unusual 
opportunity for rapid advance- 
ment. Can become officer. 


COPYWRITER .............$12-14,000 
For top level, midwest agency. 
Must have group head ability. 
Prefer industrial and hard g 
experience. An idea man who 
writes convincing copy. 


CLEM 
HArrison 7-8600 
hicago 


B. 
220 8. State 


Bl R . H __ The Midwest's ; 
*. 5 service for Adv. - Art & 
Executive allied fields 
B int ton 
Placement +f WMAbIson » SUITE the 
Counselors eS ce 


MANAGING EDITOR 
INDUSTRIAL COMPANY MAGAZINE 


Large Milwaukee industrial 
firm offers exceptional oppor- 
tunity for journalist trained 
or experienced in mechanical 
or electrical fields. As manag- 
ing editor of one of nation’s 
leading prestige industrial 
magazines, he will have un- 
usual outlet for independent 
creative expression, interest- 
ing field assignments (his own 
schedule), attractive salary 
and benefits—all with con- 
genial people in pleasant 
working atmosphere. 
Resume including age, sal- 
ary requirements, experience 
and other pertinent informa- 
tion will be treated confiden- 
tially. 


BOX 428 
ADVERTISING AGE 
200 E. Illinois St. 
Chicago 11, Ilinois 


Advance Market Research Helped Bon Ami 
‘Scratch’ Glass Cleaner Field: McCrudden 


(Continued from Page 2) 
new products, Mr. McCrudden ob- 
served, “but it is rarely approached 
in such a_ systematic, scientific 
fashion. Too frequently, the ‘pass 
around’ technique is used. 

“Here the product is passed 
around to directors, advertising 
and sales staffs, suppliers and 
scores of fringe ‘experts’ for an 
opinion. . . The by-product of such 
cursory investigation is often that 
sales go aground on the shoals of 
consumer resistance.” 


s Instead, Bon Ami got a test un- 
der “natural conditions in the 
home,” received a price recom- 
mendation of 59¢, and accepted it. 
The company also got a direct 
comparison with the competition, 
according to what Mr. McCrudden 
presented as a basic principle of 
market research. 

“Ordinarily in product research 
brand identities are concealed so 
that the brand influence is kept 
to a minimum and comparisons 
are confined to product character- 
istics,” he said. “In this case, how- 
ever, an integral part of the prob- 
lem was determining whether or 
not Jet Spray Bon Ami could over- 
come the prestige and following 
enjoyed by Windex. . . Therefore, 
samples of each were clearly 
marked for distribution to the re- 
spondents.” 

The actual testing-—-which in- 
cluded three rounds of interviews 
while housewives tried the prod- 
uct, plus elaborate carding and 
tabulation—came up with a good 
report on Jet Spray. Most impor- 
tant, said Mr. McCrudden, it re- 
vealed an “overwhelming” (81%) 
preference for the new product 
over Windex. 


® The research report also found 
no changes needed in the product 
formula and declared in favor of 
a 12-oz. can only, and it pointed to 
some dangers: Housewives had 
revealed “misconceptions” about 
the life-span of aerosol containers; 
therefore, “advertising should 
stress the relatively longer life of 
a can of Jet Spray Bon Ami.” 
Also, promotion and labeling 
should center on the product’s use 
for windows and mirrors. “Its 
basic intent should not be blunted 
by references to secondary use.” 
With this “clear mandate for 
action” the product went into the 
test-market stage in April, 1956 
(in Buffalo, Syracuse and Harris- 
burg). After eight weeks of this 
came another round of interviews 
which confirmed the original pre- 
dictions about housewives’ reac- 
tions—and also found the product 
to have secured “a large share” of 
the window-cleaning market, ac- 
cording to Mr. McCrudden. 


s Finally, late last summer, na- 
tional distribution began with a 
$1,250,000 ad appropriation to push 
it (AA, Aug. 13, '56). This in it- 


This time, Mother did know best 

Young Wives Found Guilty of 
Using Cleansers That Turn Shiny 
Porcelain Sinks and Tubs Dull 


Photographs cvadence tram United States Testing Company, Inc 
Three nermanally adverimed chramsers pro 
duced reuuity of bef, comirenang wher many 
Rave read on leading commumer buying guste 
magazines 10 earremuched phoma af gion 
ee ee 
Geamer (sb) ramd harsh, cheamser (yc) 
faved very y 

() (im) te 


ae Caste 
nocently scourmng the buster from 


' 


porcelain saks and tubs nght down 
the drain amply because no authon- 
ty has clearly sated the facts about 
today's cleansers—unt:! now 

Direct trom the laboratones of the 
Unned Stes Testing Company, Inc., 
Report ®20919* reveals that mos of in remote, “up-country” regions. 
This unique substance has the rare 


Am: 1 completely tree from harsh 


today's cleansers contain such coarse 
grat, they scratch from the san. This 
causes a rapid “cating away” ol porce- 
Laem buster se that wnks and tubs turn 
dull, grey and second-hand bucking 
wn almost ne time 

Te prove this, 5 leading cleansers 
were rubbed for soo single arokes 
cach on glass slices to tem for abra- 
wveness. (On glass, cleansers act the 
same as on porcelain.) The resules? 
Four shades became dingy and rough 
One and shiny.  ‘Ocober 11, 16 
090) The Bon Asm ‘ompany en abivace of Useed Dye @ Chemica! Conponaeae 


NON-SCRATCHY—Bon Ami Co. calls 
its cleanser “mild in abrasion tests” 
in this March Reader’s Digest page. 


self, said Mr. McCrudden, “con- 
stituted a ringing vote of con- 
fidence in the role marketing 
research played in launching the 
new product.” 

Furthermore, “rising sales to 
date offer convincing evidence of 
Bon Ami Co.’s resurgence in the 
grocery products field.” + 


Oregon Dairymen Plan 
Increased Promotion 

Twelve countries have a greater 
per capita consumption of milk 
products than the U.S., according 
to George Hostetler, president of 
the Oregon Dairymen’s Assn., in 
a speech before the association’s 
annual convention. The dairy in- 
dustry is selling 20% less milk and 
milk products than are required 
for an adequate American diet. 
The conclusion, he said, is that U.S. 
producers and processors must do 
a bigger and better selling job. 

Expenditures by Oregon dairy- 
men for promotion will be in- 
creased for 1957, the convention 
was told. The Oregon Dairy Coun- 
cil plans to boost its promotion 
funds from $30,000 last year to 
$60,000 this year. The Oregon 
Dairy Products Commission ex- 
pects to push its budget from $90,- 
000 last year to $214,000 this year, 
including more than $30,000 con- 
tributed to the Oregon Dairy Coun- 
cil’s work and $75,000 to the Amer- 
ican Dairy Assn. for national 
advertising and promotion. 


Two Join Donahue & Coe 

Albert M. Behrens, formerly ad- 
vertising director of Coty Inc., has 
joined the drugs and toiletries di- 
vision of Donahue & Coe, New 
York. He previously was with Len- 
theric and Elizabeth Arden. Dona- 
hue & Coe also has named Joseph 
Ecclesine, formerly promotion 
manager of Look, to its staff. 


Until October, 1956, Contem 
lished a monthly called 
October, 1956 issue 
the time being, for 


logotypes, etc. 


TO ALL ADVERTISERS 
IN ‘‘CHICAGO’’ MAGAZINE 


rary Publications, Inc., pub- 


“Chicago” Magazine. With the 
ublication was suspended, for at least 
ck of funds. 

All our old friends—and enemies—are entitled to know 
that we have sold none of the 
cago”—neither the subscription 
tion and advertising records, the copyrights, designs, 


ublishing assets of “Chi- 
‘ist, the editorial, circula- 


No one has been authorized to represent that any such 
sale has taken place. We are not now, nor have we 
agents for anyone else publishing a magazine here, nor do 
we have any connection with such a group. 


Contemporary Publications, Inc. 
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McCann Effects 


‘Largest Move 
Ever by Agency’ 


(Continued from Page 1) 
York—and the ten-year lease and 
the $148,000 annual rent represent- 
ed a source of considerable con- 
cern. 

McCann men aren’t saying what 
the billings figures are now, but 
they are in the $200,000,000 area, 
and the 21-year lease worries them 
considerably less. 

It will be the closest thing to a 
consolidated office the agency has 
had since 1944, when (with $30,- 
00,000 total billing, $17,000,000 in 
New York) it began to find new 
offices. 

The new offices are handsome, 
well-appointed and generic. That’s 
because they were designed by 
Carson & Lundeen, the New York 
architectural company which has 
laid out most of the new agency 
offices in New York (e. g., Comp- 
ton, Cunningham & Walsh and 
Lennen & Newell). Problems of 
protocol and packing order were 
allayed simply: There are only 
three sizes of offices. Each floor 
has a conference room and facil- 
ities for taping discussions. 


# On the 18th floor, the tv-radio 
department (which presides over 
more than $100,000,000 in billing) 
has four screening studios. It has a 
closed circuit tv system operating 
to all floors. (An executive can 
switch his tv set to one of the four 
McCann channels and watch an 
audition, a test commercial or a 
meeting.) There also is a channel 
to handle film shows from Empire 
Broadcasting, across the street at 
480 Lexington. 

In a preliminary tour of the of- 
fices, attention was called to the 
switchboard, a mammoth array of 
lines (105 trunk lines for a new 
number, Oxford 7-6000) with 1,500 
individual telephone connections 
and capacity to handle twice that 
many. The lunchroom (catered by 
Schraft’s) will seat 125, and there 
are vending machines to dispense 
Coca-Cola or Chesterfields. 

Two unusual features of the 
agency layout: A ground floor re- 
ception room, so that visitors can 
find their way through the 14- 
story, 208,000 sq. ft. maze, replete 
with world maps showing Mc- 
Cann’s 38 offices; second (and not 
yet completed) a 30th floor space 
(comprising virtually the whole 
floor) for client use only, which 
has yet to be decorated and which 
ultimately is supposed to be the last 
word in business luxury. McCann’s 
test kitchen is slated for that floor 
also. 


® To a mildly awe-stricken group 
of reporters, it was explained that 
the new home office required a 
new kind of organization chart. By 
custom, tradition and usage, the 
president of McCann-Erickson is 
home office manager, so Marion 
Harper Jr. is the top name on the 
chart. 

Then comes a complex of area 
supervisors: C. A. Posey, senior vp 
in charge of planning; John 
Tinker, senior vp in charge of cre- 
ation; Terence Clyne, senior vp in 
charge of tv-radio; Stuart D. Wat- 
son, vp for media-research-mer- 
chandising services; Thomas P. 
Losee, vp in charge of account 
services. These men, along with 
George H. Giese, senior vp and 
liaison officer with the interna- 
tional division, and Donald B. 
Armstrong Jr., vp and plans board 
head, compose part of the ad- 
ministrative council, of which 
Rudyard McKee is vice-chairman. 
To oversee the operation, the home 
office requires three review 


Armstrong 
Tinker 


AT HOME—A king-size map of McCann-Erickson’s 
worldwide network of 40 offices and affiliates serves 
as a backdrop for members of the agency’s home 
office administrative council. The map covers a wall 
of the lobby reception room in McCann’s new head- 


Mr. Watson is chairman; creative 
plans, Mr. Armstrong, chairman, 
and plans review, Mr. Clyne, chair- 
man. 


® McCann-Erickson has consist- 
ently voted in favor of decentral- 
ized authority. Most of the deci- 
sions about the new building rested 
with Bert Stilson, McCann exec vp 
for headquarters administration. 
He had to decide between build- 


ings, and rejected a Westchester | 


site when it was proffered. Ac- 
tually the Stilson committee made 
nearly all the decisions, with the 
advice of department heads. Mr. 
Harper didn’t see the new layout 
—in fact had never been inside the 
building—until the office man- 
agers meeting Jan. 18. 


SEBERT PETERSON 

Curcaco, Jan. 24—Sebert A. 
Peterson, 67, president of Guenther 
Bradford & Co., Chicago agency, 
died in the Evanston Hospital last 
Saturday following a heart attack. 

He had been with the agency 
during all of his 53 years of busi- 
ness experience. He started as an 
office boy and later became an 
account executive and secretary of 
the company. He became presi- 
dent of the agency in 1954 upon 
the death of Otto Guenther. 


ALBERT P. McNAMEE 

New York, Jan. 24—Albert P. 
McNamee, 62, manager of sales 
developments for McCall’s, died 
yesterday at White Plains hospital. 
A member of McCall’s advertising 
sales staff since 1927, Mr. McNa- 
mee was widely known in the 
home appliance field. He served 
for many years as the magazine’s 
manager of home appliance mar- 
keting, and last year was named 
director of McCall’s use-tested tag 
program. 


JACK BLADINE 

McMINNVILLE, OrE., Jan. 22— 
Jack B. Bladine, newspaper and 
radio executive in Oregon and 
Iowa, died Jan. 17 at the age of 52. 

At the time of his death, Mr. 
Bladine was publisher of the 
Daily News-Register here and 
president of Radio Station KMCM 
at McMinnville. Formerly he 
owned the Freeman-Journal and 
Station KJFJ, Webster City. 


ABP Joins School Council 
Associated Business Publica- 
tions, New York, has become an 
associate member of the Ameri- 
can Council on Education for 


boards: Marketing plans, of which' Journalism. 


Watson 
Posey 


Clyne, vps. 


quarters in New York. Pictured here are John 
Tinker, Chester A. Posey and George H. Giese, sen- 
ior vps; Donald B. Armstrong Jr., Thomas P. Losee, 
Stuart D. Watson, Rudyard McKee and C. Terence 


Continental Ad & 


(Continued from Page 1) 

has applied for membership in the 
Four A’s. It expects to begin oper- 
ations with a staff of eight. The 
sponsors reportedly have put up 
enough capital to keep the agency 
in business for at least two years. 

Associated in the CAMA under- 
taking are the following agencies: 

Van Hees N. V., Amsterdam; 
Publicite Vanypeco S. A., Brus- 
sels; Annoncebureau for Danske 
Erhverv, Copenhagen; SEK Ad- 
vertising, Helsinki; Agence Fran- 
caise de Propagande, Paris; Wer- 
bung Dr. Hegemann, Dusseldorf; 
Samson Clark & Co., London; Wilh. 
Anderssons Annosbyra, Stockholm; 
Dr. Rudolf Farner Advertising, 
Zurich; Alfsen & Becker, Oslo, and 
Dr. Rudolf Farner Advertising, Mi- 
lan. 


# One of the prime purposes of 
this new combine is to secure more 
American business for the member 
agencies. These agencies have been 
dissatisfied with the split-commis- 
sion system operating in export ad- 
vertising. They hope, through this 
| organization, to bypass U. S. agen- 
| cies which place export advertising 
through their associated agencies 
abroad, generally on this basis. 

Dr. Farner told ADVERTISING AGE 
last week that each of the member 
agencies will handle an American 
client on a 15% commission basis. 

Each of the members of the 
group also will try to secure for 
the New York agency European 
clients who want to market in 
America. Dr. Farner said many 
European clients who do not have 
a great deal of money to spend are 
forced to accept inferior agency 
service when they come to the U.S. 

One of the problems facing these 
European agencies is the affiliate 
relationships most of them already 
have with American agencies. The 
Farner agency, for example, is 
Foote, Cone & Belding’s affiliate, 
and the Hegemann agency in Ger- 
many is a BBDO affiliate. 


s Dr. Farner has solved his prob- 
lem by an agreement under which 
he promises to give Foote, Cone 
first crack at a Swiss account 
which is likely to bill more than 
$150,000 in the American market. 
If Foote, Cone refuses the account 


Organization of 1] European Agencies 


Marketing Is U.S. 


account is under the $150,000 mark, 
it will go to Continental. 

The agreement also works in re- 
verse, with the Farner agency get- 
ting first crack at an American ac- 
count likely to bill more than 150,- 
000 Swiss francs ($35,000). 6 


Appoints Jerry Green 

Petrik & Stephenson, Philadel- 
phia, has appointed Jerry F. Green, 
formerly with Al Paul Lefton Co., 


production manager. 


Advertising Age, January 28, 1957 


‘TV Guide’ Hits 
4,000,000 Mark in 
Newsstand Sales 


PHILADELPHIA, Jan. 24—TV 
Guide, which passed the 5,000,000 
mark in total weekly circulation 
two weeks ago, crossed the 4,000,- 
000 mark in sales at newsstands, 
supermarkets and other outlets 
with its Jan. 19 issue. Half of the 
4,016,631 copies sold were dis- 
pensed in more than 20,000 super- 
markets scattered about the 143 
markets TV Guide serves through 
44 regional editions. The book 
nearly doubled its food store out- 
lets last year, it says. 

The magazine also reports that 
its returns to retailers topped 
$560,000 a month in 1956, which 
the publisher—Triangle Publica- 
tions Inc.—calls the largest news- 
stand revenue ever produced by a 
“single” magazine. 


s TV Guide predicts that it will 
hit $5,000,000 in advertising reve- 
nue this year. This will compare 
with $3,750,000 in 1956 and $2,025,- 
000 in 1955, James T. Quirk, pub- 
lisher, told ADVERTISING AGE. 

To help make good on the pre- 
diction, TV Guide has launched an 
external house organ, “Take One,” 
which will offer agencies, adver- 
tisers and the press behind-the- 
scenes peeks at the magazine’s 
operation. 

Last fall it broke ground in sub- 
urban Radnor, Pa., for a new 
building to house some of the 
headquarters activities. 

Since Triangle Publications took 
the magazine over in April, 1953, 
it has expanded from 10 regional 
editions to the present 44, adding 
five new editions last summer. 
Only a year ago total circulation 
topped the 4,000,000 mark for the 
first time. 

TV Guide’s newest rate card 
(January, 1957) is still pegged at 
the 4,000,000 mark, which means 
that the publication hopes to offer 
advertisers a million-a-week cir- 
culation bonus during this year. e 


December Sales of Chain Stores 


1 Month Period % Gain 12 Months % Gain 
1956 1955 or Loss 1956 1956 or Loss 

FOOD CHAINS 
“Grand Union .. 31,188,323 23,619,742 +32.0 307,641,597 226,987,895 + 35.5 
anal TCC 28,247,979 25,543,515 +10.6 334,755,447 300,375,379 +11.4 
Kroger Co. .... 128,187,852 114,115,964 +12.0 1,492,578,439 1,219,474,812 +22.0 
National Tea 51,232,248 50,353,485 + 18 617,635,054 575,585,266 + 7.3 
Safeway ....... 161,587,899 152,195,025 + 6.1  1,990,067,764  1,932,243,202 + 3.0 
Group Total .. $ 400,444,301 $ 365,827,731 + 9.5 $ 4,742,678,301 $ 4,254,666,554 411.5 

MAIL ORDER 
"Sears, Roebuck 444,954,971 424,235,756 + 4.9 3,458,844,493 3,223,266,123 + 7.3 
Spiegel ........ 19,464,020 19,292,080 + 0.9 129,949,934 121,885,191 + 6.6 
*Montgomery Ward 150,615,054 146,171,305 + 3.0 1,086,012,226 999,662,822 + 8.6 
Group Total .. $ 615,034,045 $ 589,699,141 + 43 $ 4,674,806,653 $ 4,344,814,136 + 7.6 


DRUG CHAINS 
PONIES cccccoes 7,363,757 6,593,789 
Walgreen ...... 26,849,144 24,783,042 

Group Total .. $ 34,212,901 $ 31,376,831 
VARIETY AND MISCELLANEOUS 
‘American Stores Co. 78,766,954 66,540,655 
Beck, A. S. Shoe Corp. 6,789,592 6,284,797 
Butler Bros. .. 11,488,558 11,368,879 
*Diana Stores Corp 5,521,008 4,742,218 
Edison Bros. .. 11,679,537 10,496,851 
‘Franklin Stores 5,243,093 4,697,178 
Grant, W. T. .. 70,537,191 67,026,905 
*Grayson- Robinson 

GN bécccee 6,561,724 6,342,427 
‘Green, H. L. .. 19,173,624 19,518,650 
“Interstate Dept. 

Fae 10,229,215 10,507,572 
Kinney, G. R. Co 6,647,000 6,117,000 
Kresge, S. S. 63,970,288 63,619,260 
Kress, S. H. 30,390,003 30,974,691 
Lane Bryant Inc. 7,076,850 6,679,544 
Tr <ickade 27,934,104 26,736,838 
>Mangel Stores Corp. 5,395,400 4,625,682 
McCrory ....... 19,754,775 19,643,899 
McLellan Stores 11,881,506 12,033,036 
Melville Shoe Corp. 17,914,000 15,483,338 
Mercantile Stores 

reper 24,324,000 22,462,000 
*Miller-Wohl Co. 6,095,042 6,027,038 
Murphy, G. C. .. 36,513,579 35,532,062 
Weisner Bros. .. 12,398,686 12,549,807 
Newberry, J. J. 36,206,673 34,345,465 
Shoe Corp. of America 8,625,731 7,663,691 
National Shirt Shops 5,414,805 5,109,892 


a 2,438,150 2,588,568 
Western Auto 19,084,000 19,756,000 
‘White Stores 4,005,407 3,827,439 


Combined Total $1,761,476,738 $1,664,313,430 
“Five weeks and 43 weeks. °Eleven month period. 


(because of a conflict), or if the| *six month period. ‘Ten month period. ‘Two month period. 


+117 61,883,992 57,569,934 + 7.5 
+ 83 216,923,500 198,537,861 + 9.3 
+ 90 $ 278,807,492 $ 256,107,795 + 8.9 
+18.4 570,536,173 475,564,083 +20.0 
+ 8.0 50,102,655 48,038,324 + 4.3 
+ 10 127,488,616 117,393,107 + 8.6 
+16.4 17,507,660 15,490,850 +13.0 
+113 91,148,147 87,204,080 + 4.5 
+116 21,117,433 18,870,900 +11.9 


+ 35 20,298,547 19,381,949 + 4.7 
—18 106,334,737 105,613,241 + 0.7 
— 26 63,515,401 62,628,220 + 1.4 
+ 8.7 52,203,000 47,433,000 +10.1 
+ 0 364,107,532 352,347,784 + 3.3 
—19 167,635,545 167,896,337 — 0.2 
+ 59 67,451,762 63,880,019 + 5.6 
+ 45 160,588,109 152,229,846 + 5.5 
+16.6 31,654,922 27,640,945 +145 
+ 05 113,117,004 109,704,666 + 3.1 
— 12 58,473,945 58,033,058 + 0.8 
+15.7 115,975,488 106,805,943 + 8.6 
+ 83 138,891,000 129,777,000 + 6.9 
+11 19,103,781 18,344,679 + 4.1 
+ 28 204,828,650 196,423,090 + 4.3 
7 — 12 69,196,740 68,829,197 + 0.5 
+ 5.4 203,434,124 190,689,902 + 6.7 
+12.6 77,357,255 70,806, + 95 
+ 6.0 22,399,360 21,185,810 + 5.7 
— 58 16,429,603 15,919,181 + 3.2 
— 34 210,275,000 197,734,000 + 6.3 
+ 46 32,698,470 29,856,783 + 9.5 
+ 42 806,001,198 767,711,886 + 5.0 
+ 5.1 $ 4,379,841,301 $ 4,093,552,338 + 7.0 
+ 5.8 $14,076,133,747 $12,949,140,823 + 8.7 
‘Five weeks and 39 weeks. ‘Five month period. 
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Mutual Reportedly 
Ends Entertainment 
Shows; Alters Setup 


(Continued from Page 1) 
portedly calls for Mutual to drop 
most or all of its current “enter- 
tainment” schedule, including 
such shows as “Queen for a Day,” 
the mysteries, etc., and to rebuild 
the lineup around news every 
half hour. The target date: March. 
The network would continue to 
carry the baseball game of the 
day. 

Indirect sources indicate that 
half of this news schedule—which 
goes NBC Radio’s news-on-the- 
hour one better—would be avail- 
able for local sale; the rest would 
be sold nationally by the network. 
There also would be a _ re- 
vision in the “service” (network 
line charge) setup. No informa- 
tion was available as to what is 
to replace the current “entertain- 
ment” shows. 


s While Mr. Poor would not say 
whether these details are accu- 
rate, except to indicate that they 
sound embellished in some re- 
spects, the impression was that 
he wants to de-emphasize the 
drastic nature of the network’s 
plans to smooth the transition 
and avoid getting current adver- 
tisers and stations excited in ad- 
vance. 

One major affiliate, which had 
not heard the specifics of this 
particular plan, said Mutual, 
which has been cutting its over- 
head through staff reductions for 
some time, has been “desperately 
scrambling around” for a new ap- 
proach to revitalize the network’s 
business. He does not, however, 
expect Mutual to leave the net- 
work field, since it provides a 
necessary service, not only for its 
affiliates, but for its owned 
(through General Teleradio) sta- 
tions as well. 

One development tending to 
confirm the news-formula report 
was the turndown of NBC’s 
Brown & Williamson and Bristol- 
Myers news capsules by WNAC, 
Boston, a General Teleradio sta- 
tion, which is now a dual Mutual- 
NBC affiliate. As a result, the 
NBC news is being carried in 
Boston over WDVA, a basic ABC 
station. 


O’NEIL DENIES RKO 
PICTURES IS FOLDING 


New York, Jan. 25—Thomas 
F. O'Neil, president of RKO Tele- 
radio Pictures, yesterday denied 
reports that he will fold RKO 
Radio Pictures, which was ac- 
quired from Howard Hughes for 
$25,000,000. 

Rumors of the liquidation of the 
motion picture company began to 
circulate following the appoint- 
ment of Universal Pictures to 
handle U. S. sales and distribu- 


Mr. O’Neil denied that this 
move “represents a partial liqui- 
dation, since we actually are free- 
ing more money for investment in 
the direct, creative costs of RKO 
film production.” He said eight 
to ten new features are set for 
the production schedule this year. 

Movie sources indicate that 
RKO has not come up with any 
box office hits under the O’Neil 
regime yet and reportedly has had 
difficulty getting good play dates 
for its releases in some areas. 


® These sources indicate that the 
current retrenchment has lopped 
approximately 300 people off the 
studio’s payroll in Hollywood. An 
estimated 700 to 850 people, main- 
ly salesmen, will be looking for 
other assignments, either with 
RKO, Universal or some place 
else, as a result of the exit of 
RKO as a domestic film distribu- 
tor. 


Last Minute News Flashes 


Encyclopaedia Britannica Names D-F-S 

Cuicaco, Jan. 25—Encyclopaedia Britannica Inc. has appointed 
Dancer-Fitzgerald-Sample to handle its advertising, effective April 1. 
U. S. Advertising Corp. is the current agency. 


Goodkind, Joice & Morgan Becomes Don Kemper Co. 


Cuicaco, Jan. 25—The name of Goodkind, Joice & Morgan Inc. will} | 
be changed to Don Kemper Co. Inc., effective Feb. 1. Clyde M. Joice 


will continue as board chairman of the agency but will retire from 
active management. Don Kemper will continue as president. 


Erwin, Wasey Gets Rootes Motors’ U.S. Account 


New York, Jan. 25—Rootes Motors, British automobile manufactur- 
er (Hillman, Sunbeam, Humber and Singer cars), has appointed Er- 
win, Wasey & Co. to handle its advertising in the U. S., effective Feb. 
1. Erwin, Wasey offices in London and Toronto now are Rootes agen- 
cies. Anderson & Cairns is the previous agency in the U. S. 


Gaynor Colman Gets Bonanza 


Las Vecas, Jan. 25—Bonanza Airlines has named Gaynor Colman 
Prentis & Varley, New York and Los Angeles, to handle its advertis- 
ing. The account was with Thomas C. Wilson Advertising, Reno. 


F&S&R May Land Apex Appliance Account 


CLEVELAND, Jan. 25—Ad fraternity scuttlebutt picks Fuller & Smith 
& Ross to succeed Meldrum & Fewsmith on the Apex Electrical Mfg. 
Co. account which M&F is giving up after 27 years. F&S&R would not 
comment, nor would Apex, which is owned by White Sewing Machine 
Co., an F&S&R client. E. T. Morris, president of Meldrum & Fewsmith, 
said his agency is resigning the Apex account because of a “conflict 
of opinion on ad and merchandising objectives.” The conflict, it was 
said, had developed since White bought Apex last fall. ¥ 


Needham, Louis Reports 73% Profit Gain in ‘56 

Cuicaco, Jan. 25—Net profit of Needham, Louis & Brorby for each 
dollar of advertising expenditure handled in 1986 averaged slightly less 
than 0.5¢, the agency reports. Total billing for the year was $32,281,000 
—a new all time high for NL&B. Net profit amounted to $144,000 com- 
pared with $83,000 for 1955. NL&B is one of the few advertising agen- 
cies which make public their financial statement each year. 


Wardenburg Is New Du Pont Ad Director 


WitmincrTon, Det., Jan. 25—Frederic A. C. Wardenburg, director of 
sales since 1948 of the pigments department of E. I. du Pont de Ne- 
mours & Co., has been appointed director of the company’s advertising 
department, effective Feb. 1. He succeeds Wallace E. Gordon, who has 
held the position since Sept. 1, 1955. Mr. Wardenburg joined Du Pont 
in 1918. Since 1948, he has been director of sales, pigments department. 
As head of the advertising department, he will administer the com- 
pany’s current advertising budget of $23,000,000. 


Ar-Ex Products Appoints Lynn Baker Inc. 


Cuicaco, Jan. 25—Ar-Ex Products Co., maker of hypo-allergenic cos- 
metics, has appointed Lynn Baker Inc., New York, to handle its ad- 
vertising effective immediately. Ar-Ex’ agency of record is Quaid Ad- 
vertising, Chicago. 


Bayuk Reportedly Will Replace Lefton on Phillies 


PHILADELPHIA, Jan. 25—Bayuk Cigars is reported to be preparing to 
make a change in its agency roster with a new agency for its Phillies 
brand in the coming week. Al Paul Lefton Co. now handles that brand, 
while Feigenbaum & Wermen handles Royalists. Bayuk bills about 
$1,000,000 a year in space and radio and tv time. 


Hollingshead Account Shifts to Gray & Rogers 
CAMDEN, Jan. 25—R. M. Hollingshead Corp., chemicals manufacturer, 
has appointed Gray & Rogers, Philadelphia, to handle advertising and 


publicity consultation. Edward H. Weiss & Co., Chicago, handled the 
account until Jan. 15. 


Monroe Calculating Names L. H. Hartman Co. 
OranceE, N.J., Jan. 25—Monroe Calculating Machine Co. will move 
its account out of Charles W. Hoyt Co., New York, effective March 15. 


L. H. Hartman Co., New York, will take over the account, currently 
billing $350,000 annually. 


‘Companion’ Subs Reportedly Go to ‘McCall's,’ ‘LHJ’ 

New York, Jan. 25—A source at Crowell-Collier told ADVERTISING 
Ace late today that the 3,000,000 subscriptions of the suspended Wom- 
an’s Home Companion will be acquired next week by McCall’s and 
Ladies’ Home Journal. Executives at the McCall Corp. were not avail- 
able for comment. 


BBDO, Boston, Acquires Thayer, Audivox 


Boston, Jan. 25—Batten, Barton, Durstine & Osborn here has 
picked up two accounts: Audivox Inc., maker of hearing aids, formerly 
with John C. Dowd Inc.; and Thayer Inc., Gardner, Mass., maker of 
baby furniture, formerly with Lynn Baker Inc. 


Columbian National Names Chambers & Wiswell 


Boston, Jan. 25—Columbian National Life Insurance Co. has ap- 
pointed Chambers & Wiswell to handle its advertising. Tippett & Co. 
formerly serviced the account. 


Lipton Buys Wishbone Dressing; Other Late News 


e Thomas J. Lipton Inc., Hoboken, N. J., tea packer and manufacturer 
of dry soup mixes, has purchased control of Wishbone Salad Dress- 
ing Co., Kansas City. Wishbone will be operated as a wholly owned 
subsidiary of Lipton, under control of the current Wishbone manage- 
ment, headed by Phillip A. Sollomi, president. 


e Sanford L. (Sandy) Hirschberg, who became vp of Dowd, Redfield 
& Johnstone in June, 1955, has rejoined Peck Advertising as a partner, 
secretary, director and vp. Prior to joining Dowd, Redfield, Mr. 
Hirschberg was exec vp of Norman D. Waters & Associates. It is un- 
derstood that, as of Feb. 1, Casco Products Corp. and Metropolis 
Brewery of N. J. Inc. also will switch from Dowd, Redfield to Peck. 
Mr. Hirschberg was at Peck for 14 years prior to 1948. 


LOUIS HAUSMAN has been named ad- 
vertising and promotion vp of CBS 
Radio, New York, a post he pre- 
viously held in 1951. A veteran 
with CBS, he was a CBS Inc. vp 
before rejoining the radio network. 


Swift's $1.45 in 
Coupons Creates 
Newsstand Panic 


Cuicaco, Jan. 25—Swift & Co.’s 
“$20,000,000” store-wide coupon 
promotion (AA, Nov. 26, ’56) is 
creating a sensation in food retail- 
ing circles, has allegedly created a 
“gray market” for copies of three 
national magazines. 

Swift placed a spread containing 
$1.45 worth of food coupons in Life 
(Jan. 28), Look (Feb. 5) and 
Ladies’ Home Journal (February). 
The Look issue hit newsstands first 
—three days ago—is already said 
to be sold out in the Midwest. The 
other magazines face a sell-out as 
enterprising retailers buy them in 
wholesale quantities. 

Numbers of retailers, mostly 
grocers, have been ordering 50-100 
copies from the regional distributor 
here. Turned down, some have 
been trying other approaches. In 
Iowa, it’s said, Look is being boot- 
legged for $1 a copy, and in Chi- 
cago one man has been touring the 
city in a taxicab buying up copies 
at newsstands. The railroad sta- 
tions here are sold out of all three 
magazines. 


s Look—whose lower price has 
made it a special favorite—has 
warned wholesalers not to accept 
bulk orders, and to cope with the 
sell-out it’s reportedly coming out 
with the next issue five days early. 
Regarding the Journal, Curtis Pub- 
lishing Co. has warned wholesalers 
it will examine unsold copies (if 
any) to see if coupons are still 
there. 

McCann-Erickson, Chicago, 
which placed the coupon ad for 
Swift, told ADVERTISING AGE all 
possible steps had been taken to 
“police” the coupon redemption 
process. . 


Banquet Canning Introduces 
Frozen Turkey Sandwiches 

Banquet Canning Co., St. Louis, 
is adding a new item, frozen tur- 
key sandwiches, to its line of 
frozen food products which in- 
cludes frozen meat pies, dinners 
and fruit pies. 

The sandwiches, with both 
white and dark meat on buttered 
buns, are packaged two to a box 
and can be served either hot or 
cold. The retail price will range 
between 49¢ and 59¢, the com- 
pany says. D’Arcy Advertising 
Co., St. Louis, is the agency. 


Haydon Adds Norden-Ketay 
Haydon Co., New Haven, Conn., 
has been named to handle product 
advertising and technical litera- 
ture for all divisions of Norden- 
Ketay Corp., Stamford, electronic 
components manufacturer. Hicks & 
Greist, New York, formerly han- 


dled the account. 


: subject to reconsideration, 
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FCC May Make More 
TV Markets All-VHF 


WasHINGTON, Jan. 24—Decisions 
bringing more vhf television serv- 
ice into half a dozen bottleneck 
markets are supposed to be pend- 
ing at the Federal Communica- 


5 | tions Commission. 


While all these votes are still 
the 
commission is supposed to have 
decided to bring more vhf service 
into such important areas as New 


Orleans, Boston, St. Louis, Miami, 


Seattle and Indianapolis. 

It is also supposed to be prepar- 
ing to make Peoria and Rock Is- 
land all-uhf markets and to let 
WTIC go ahead with the construc- 
tion of a vhf station in Hartford. 

To round out the news leaked 
out from inside the commission, 
FCC is reported also to have voted 
to close out its stormy case over 
renewal of licenses for stations 
owned by Edward Lamb, and to 
grant Mr. Lamb his renewals. 


= The decision to put more vhf 
into New Orleans reverses the 
commission’s proposal of last June 
to make New Orleans a predomi- 
nately uhf market. The result is 
achieved through the juggling of 
half a dozen channel assignments 
in nearby communities. 

One of the new vhf services in 
St. Louis would go to CBS. An- 
other would result from a channel 
swap moving Channel 2 from 
Springfield, Ill., and assigning it 
to KTVI, which currently operates 
on uhf Channel 36, St. Louis. 


s New tv service for Boston, Se- 
attle, Indianapolis and Miami re- 
sult from a decision of long pend- 
ing competitions for channels 
assigned to these markets when 
the freeze was lifted three and a 
half years ago. 

The Boston channel reportedly 
would go to WHDH, the Herald- 
Traveler station; the Miami chan- 
nel to National Airlines; the Se- 
attle channel to Radio Station 
KIRO, where small minority inter- 
est is held by Sen. Warren Mag- 
nuson (D., Wash.), chairman of 
the Senate committee on interstate 
and foreign commerce, and the 
four-way Indianapolis competition 
would be decided for Crosley. 


® Grants had already been made 
for new vhf stations in New Or- 
leans, Hartford, Peoria and 
Springfield, Ill., but construction 
was suspended pending decisions 
on plans to make these areas pre- 
dominately uhf. 

As a result of the decision now 
pending, New Orleans, the only 
major market earmarked for pre- 
dominately uhf service in FCC’s 
proposed “de-intermixture plan” 
last June, becomes a vhf market. e 


Blaine-Thompson Adds 
Pelphrey: Names Two 

H. L. Pelphrey & Son, with 
plants in Los Angeles and Rogers, 
Ark., has appointed Blaine-Thomp- 
son Co., New York, to handle 
advertising, merchandising and 
promotion of its Pel-freez rabbit 
products. 

Barbara E. Jones, formerly 
an account executive at Donahue 
& Coe, has joined Blaine-Thomp- 
son as an account executive in the 
commercial division. George Fen- 
more, previously director of ad- 
vertising and sales promotion at 
Studio Films, has been appointed 
to handle public relations and pub- 
licity for commercial accounts. 


Simmon Bros. to Wexton 
Simmon Bros., Long Island City, 
N.Y., manufacturer of professional 
and amateur darkroom equipment 
including the Omega line of en- 
largers and cameras, has appointed 
Wexton Co., New York, to handle 
its advertising, effective March 1. 
Peck Advertising is the present 
agency. 
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Hosiery Will Try to 
Recoup Lost Glamor 


(Continued from Page 3) 

buy from need rather than desire. 
Moreover, it is alleged, the indus- 
try, in its lassitude, has allowed 
bare legs to become an accepted 
synonym for informal, suburban 
living—to the extent that 68% of 
the women today go barelegged a 
good deal of the time. 


s To remedy this morbid condi- 
tion, the more adventurous trade 
observers are urging manufactur- 
ers and retailers to promote stock- 


ings as a cosmetic (“as necessary | 


to a woman as face powder”) to 


make legs look better, and as a col- | 


orful fashion accessory which is an 
integral part of a woman’s cos- 
tume. 

Some of the more outspoken 
tradespeople maintain that the in- 
dustry’s trouble lies with “those 
conservative, hidebound buyers” 
who resist change and modern re- 
tailing techniques. 

“For example, why are we just 
now fighting the self-service battle 
—four years after other depart- 
ments?” they ask. 

On the subject of price cutting, 
there are two very vocal groups. 
Several manufacturers will con- 
tinue to base their advertising ap- 
proach on a “quality at a low 
price” approach in 1957. 

The opposing camp, however, 
maintains that, in a time of pros- 
perity, price cutting does nothing 
but downgrade hosiery as a fashion 
and gift item and certainly does 
not stimulate the over-all demand 
for hosiery. 


s “When a woman who used to 
spend $29.95 for a dress is now 
spending $35, it’s silly to lower the 
price on $1 or $1.35 stockings,” 
they point out. “The customer is 
upgrading in all other apparel 
fields, why not hosiery?” 

A recent 5% hike in nylon fila- 
ment yarn prices may help elim- 
inate price cutting. Although only 
a few manufacturers have an- 


TOA 
GRASSHOPPER 


our wonderful, history-making, 
seamless knee-high nylons 

that have the whele campus 
chisping. 1.15 


> Kayser 


HOPPER-HIGH—To ease teen-agers 


| 


hosiery industry’s problems were 


nounced how the price hike will 
affect them, the trend so far seems 
to be to raise prices on the cheaper 
unbranded hosiery, but to main- 
tain prices on the brands. 

Price cutting also is subsiding 
because bad business is closing 
down many of the marginal mills 
which have been doing most of the 
price slashing. In 1952, there were 
769 hosiery mills; today there are 
only 485. 


s Banner carriers for the fashion 
crusade are two nylon suppliers, 
Chemstrand Corp. and E. I. du 
Pont de Nemours & Co., which are 
both running hosiery campaigns to 
promote the many colors and styles 
now available. 

“Make women realize there is a 
stocking for every costume and 
occasion,” is their advice. Most 
manufacturers, however, will con- 
tinue to emphasize brand name, 
construction, fit and long wear in 
their spring campaigns. 
Promotion of pastel stockings to 
blend with a costume is actually a 
well-worn dream that has been 
hopefully batted about the market 
for years. Everyone thinks it would 
be wonderful if it came true, and 
everyone would gleefully jump on 
the bandwagon if it did come about 
—but few are ready to gamble 
their promotion dollars on it. 


# “Color could be put across if 
someone would really promote it,” 
one agency man told ADVERTISING 
AcE. “But who is going to do it?” 
Consensus seems to be that if a 
number of manufacturers would 
really advertise color, if stores 
would continually show colored 
hosiery in fashion shows and win- 
dow and department displays, and 
if salesgirls and buyers would wear 
colored stockings (“That'll be the 
day”), colored hosiery would total 
up a pretty sales figure. 


8 It’s expected, however, that col- 
or promotion will be limited to 
isolated displays of bravura by a 
few fashion-conscious stores and 
manufacturers. 

At the producers’ meeting, the 


summed up thus: Marilyn Monroe 
has replaced Marlene Dietrich; the 
leg is no longer the center of at- 
traction. 

Here’s how some major hosiery 
manufacturers will try to re-focus 
attention below the hemline this 
spring: 


® Patentex Inc., New York, owner 
of the key basic and secondary 
processes for the manufacture of 
sheer stretch yarns and stockings, 
will launch its first advertising 
campaign this spring. This com- 
pany was set up in August, 1955, 
by Burlington Hosiery and Chad- 
bourn-Gotham to license the use 
of stretch hosiery inventions devel- 
oped primarily by those two or- 
ganizations. 

The campaign will open with a 
color spread in Vogue in late 
spring, followed by insertions in 
other fashion books. The first ad 
will picture a well-dressed woman 
surrounded by some handsome an- 
tiques. The headline will say, “An- 
tiques have charm—but not on 
your legs. Wear the only modern 
stockings. . . sheer stretch stock- 
ings.” 

Donahue & Coe, New York, is 
handling the campaign. 


8 Stretch stockings have stirred 
up a lot of controversy in the past 


into the hosiery habit, Julius Kay- 


ser & Co. is promoting seamless| ogg” because stretch stockings | 


ge 


feel of regular hose. 


of stretch is being introduced, and 
at least two companies assert that 
“the future of hosiery lies with 
stretch.” 


= E. I. du Pont de Nemours & Co. 
in its spring hosiery campaign will 
picture pastel hose, blending with 
shoes and dresses. In the back- 
ground of each ad will be an ad- 
miring male. “Put sex back into 
hosiery ads,” is Du Pont’s advice to 
the market. 

Another goal of the Du Pont 
campaign is to emphasize the ho- 
siery wardrobe idea—a stocking 
for every activity. To play up this 
idea, the company has dropped 
denier and gauge designations and 
now indicates stocking weight by 
such classifications as “walking 
sheer” or “dress sheer.” 

Campaign theme for spring will 
be: “Your legs are lovelier in ny- 
lons.” Copy for the first ad will 


your leds are lovelicr in nvlons 


OU PON NYLON 


SHIPSHAPE—This Du Pont ad shows 
blue-toned nylons for blue dress 
and shoes. Batten, Barton, Durstine 
& Osborn, New York, is the agency. 


read “Fashion loves you (and so 
does he!) in today’s beautiful ny- 
lons. They’re so flattering. So fem- 
inine. So come-hither. And this 
spring, the mere touch of a tone 
makes all the romantic difference. 
Next time you shop, be sure to see 
‘everything’ that’s new in nylons.” 


@ The spring campaign will consist 
of 20 insertions in Charm, Glam- 
our, Harper’s Bazaar, Mademoi- 
selle, New York Times Magazine, 
Seventeen, The New Yorker, Town 
& Country and Vogue. For fall, the 
campaign will be “expanded con- 
siderably.” Batten, Barton, Dur- 
stine & Osborn, New York, is the 
agency. 


will ask women, “Have your stock- 
ings caught up with your shoes?” 


New York Times Magazine Feb. 10, 
The New Yorker March 9 and in 


few months and many hosiery 
“stretch laid an 


jmen maintain 


Playbill. 
This summer, Chemstrand will 


knee-high nylons in Seventeen this |jooked unattractive off the leg| resume its campaign against bare 


spring. 425 Advertising Associates | (“no counter appeal”) and because | legs. Although plans are not yet|contest planned to bring prospec-| 


is the agency. 


bur 


dameo 


dubbelife 


sheer twin-thread stocking: 


$1.35 to $166 « paw 
(im stretoh, too.) 


CARROT-TOP—Burlington Hosiery Co. will introduce its new adver- 

tising character this spring in page ads in seven magazines and in 

car cards like this one. Hair, stockings and the big C in the trade- 

mark are shades of orange; the rest is b&w. Donahue & Coe, New 
York, is the agency. 


en who like the sleek look and|ation of last summer’s slogan, “A 


lady is not dressed unless her legs 


Now, however, a new sheer type|are too.” Doyle Dane Bernbach 


handles Chemstrand’s advertising. 


= Chadbourn-Gotham is solving 
the color problem with a dye-it- 
yourself promotion for its Lark- 
wood and Gotham Gold Stripe ho- 
siery. One reason stores are reluc- 
tant to push colored hosiery, the 
company maintains, is that pastel 
shades greatly complicate the stock 
problem, since each shade must be 
stocked in approximately 14 sizes. 

Chadbourn’s solution to this is a 
box containing three pairs of beige 
stretch stockings, sold with four 
capsules of dye. When the customer 
tires of the beige color, she then 
can dye the stockings apricot, plat- 
inum, pink lady or vermouth in 15 
minutes. The color is permanent, 
and the customer can keep dying 
the stockings a deeper color, al- 
though she cannot go back to a 
lighter one. 

Chadbourn’s spring campaign is 
still tentative, but the capsules will 
be available for spring selling and 
will be introduced market by mar- 
ket through newspaper advertis- 
ing. Color pages in magazines 


= Chemstrand Corp. this spring) 


in a color spread appearing in the| 


probably will be used when the 
|product is available nationally. 
Harold M. Mitchell Inc., New York, 
| is the agency. 

|@ Burlington Mills is introducing 
ja new advertising character this 
|spring: an orange-haired, black- 
gloved, long-limbed damsel who 
lolls across all the company’s ad- 
vertising for Bur-Mil Cameo ho- 
siery this year. 

Burlington has two campaigns 
going for spring. For its sheer 
stretch seamless, the headline is 
“Fit that doesn’t go pfff-t.” 

The second campaign, for sheer 
twin-thread stockings, is based on 
the slogan “Sheer glamour that 
doesn’t run away.” 

Aas will run in Charm, Glamour, 
Harper’s Bazaar, Mademoiselle, 
New York Times Magazine, Seven- 
teen and Vogue, augmented by car 
cards in 100 markets for eight con- 
secutive months (Sept. 15 through 
May 15). Donahue & Coe is the 
agency. 


= Cannon Mills is one major man- 
ufacturer that will continue to em- 
phasize price this spring. In ads 
in Women’s Wear Daily, Cannon 
is explaining that it reduced its 
prices to $1 and $1.25 because 
“this is the price range where vol- 
ume business has the biggest po- 
tential.” 

Although Cannon’s spring cam- 
paign is still tentative, it will be 
based on b&w pages in Life and 
large-space insertions in Sunday 
supplements. As during the fall, 
the spring campaign theme will 
emphasize, “Now you can buy 
| finest quality Cannon stockings for 
|only $1.” N. W. Ayer & Son is the 
agency for Cannon hosiery. 


= Chester H. Roth Co., 
Jan. 28, will run a “treasure chest” 
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its Mojud hosiery. 

The contest will be advertised at 
the bottom of Mojud’s regular ads, 
which will run in Ladies’ Home 
Journal, Life and Seventeen and 
in Sunday supplements. Radio and 
tv spots will be aired in more than 
70 markets. 

The magazine ads use the pseu- 
do-celebrity technique, and show 
young women peering through 
black masks. The captions read, 
“When she toured the continent 
she was wearing her seamless Mo- 
jud_ hosiery,” or “When she 
launched the luxury liner,” or 
“When she gave her command per- 
formance,” etc. Daniel & Charles 
is the agency. 


= Hanes Hosiery, the company 
that introduced seamless hosiery in 
1940, is continuing its advertising 
policy of promoting the Hanes 
brand name while “holding the 
umbrella over the seamless fash- 
ion.” 

Hanes this spring will continue 
to feature its carefree “pink lady,” 
the one who wears nothing but 
seamless stockings, in page ads in 
six fashion magazines and in Life. 
B&w ads, featuring photographs 
showing seamless stockings “in ac- 
tion,” will run in two of the wom- 
en’s service books. 

The company also uses outdoor 
posters, co-op advertising and a 
teen-age campaign in Seventeen. 
James R. Flanagan Advertising is 
the agency. 

Seamless hosiery is the big suc- 
cess story of the industry, with 
sales increasing steadily every 
year. The National Assn. of Ho- 
siery Manufacturers figures that 
last year 13,963,076 dozen pairs of 
seamless hosiery were shipped, in 
comparison to 40,791,325 dozen 
pairs of full-fashioned. Practically 
any buyer questioned will predict 
that seamless will continue to in- 
crease in sales during 1957. 


= Julius Kayser & Co. this spring 
will keep its light-spirited adver- 
tising approach for Kayser stock- 
ings, specializing in advertising 
which is readily adaptable to store 
merchandising. 

For example, the company’s 
Mother’s Day promotion is based 
on Kayser’s new peachy-beige 
stocking called “Social Butterfly.” 
Ads running in the New York 
Times and Vogue will picture a 
Victorian lady tripping about with 
a butterfly net, and the headline 
will read, “You'll make history 
when you catch the Kayser spirit.” 

To tempt teen-agers into trying 
hosiery, Kayser is running a cam- 
paign every other month in Seven- 
teen for its new seamless knee- 
length stocking called “Knee-high 
to a grasshopper.” Stuffed grass- 
hoppers are also being sent to 
stores as a counter unit to hold ad 
reprints. 

Kayser also uses stuffed animals 
as gift gimmicks to send to stores 
to “make buyers aware of Kayser.” 
For example, last year, the com- 
pany sent 150 buyers such remind- 
ers aS a stuffed skunk labeled 
“Does business stink?” and a pur- 
ple octopus captioned “What walks 
and doesn’t ruh?” 425 Advertising 
Associates is the agency. 


= Berkshire Knitting Mills, Read- 
ing, Pa., will continue its policy 
started last fall of concentrating 
the major part of its :advertising 
budget in Sunday newspapers. 
Over 50 newspapers will carry 600- 
line advertisements starting Feb. 
10 and continuing through the first 
part of May. In addition, a support- 
ing schedule will run in three fash- 
ion magazines. 

In both media, the ads will be 
headlined “Stop runs,” and copy 
will play up Berkshire’s Nylace 
Kantrun Top and Toe-Ring, “An 
exclusive new construction that 
actually stops all runs starting 
from the garter-top or toe.” 


Ogilvy, Benson & Mather, New 


the texture did not appeal to wom-| set, the theme will be a slight vari- |tive customers into stores carrying ‘York, is the agency. 


eet Fa ef || aS Mae a eo Fe waco Vo eG nila etal ie ac Ik cae ia LS Cana: a Sahn ie ans) eee genes INERT =. - ee nn ey ae een 2 a Ae eran Seve Oe So i le ig) og Aree it 
‘it; oe ee er NR ee ec eee Be ecient Ree ag ee nee eee eee Ln ae ee eee ny ee ee 
Bere gS. ly ones ei Re Saucy) ~ comes TT, °, |. ee rere : a1 en eee 7 ae - Sass al Pe Pe emi, ee ne Ree el Cede! oan. ea cr ar eee i pcemiatien 
cae 7 oe Sa g baa Ki ere fy tamer Oe ght eee Te a er i we emai sini jaihtimegts sata Zee Sipe Tie eg eee. ar bj Sek ye. elneeeNarRs 
ee eB 2 gs nae ae Nee ie Ber es 2 te baie a pe Sp ale eh BEM Sey aw ch ce ae Sh WS poe tat Bsn. een ie Aa 2S are ea me eng ie ae rere ems Ren ek tee eS ea ei 
SE A Wy See. (eee may i Oa! ail SS paleo a aN ce aaa 3 AC Seno Het oh et Be ee eet Se a ee oe en raed air eee eure Ae MIEN Be ae oe Sata i ea em ok tet ree 
te pati 5 eee. See Pegi e ves — Ae “cele — ‘ : e : ; ISIE reeks RON Be nom re Lt Deane ve ee ere Re re es ee = ee Ene rae 
oe ea: ust : 
ie? ue 
: ee 
be. 86 
Bee Te as 
i eee ee 
SE ae Se : 
rey ’ SHEER NYLONS TO 
Be | mo ‘ 
EA i 
oo aan 
he . 
BAYS fae oe ; 
ee vee ma pret a F pis, CBO ¢ a f 
ieee a a ae gi 4 , 
Jha “ : : he ‘i 
Ba a Ve 
Saran se 
gear ee 
a, “3 
Sila ig | 
Eine ae 
—— nee “Tes | 
eg: Sa | | 
co . | | 
es ; . . 
cae 
ek } q 
z 3 | } 
b! % . ~ * ] 
aa | | 
Et ae: 
is ae 
mis ee ' 
i ee | 
‘ae | | 
a , a 
. F ee 
—— ee 
. bn 
he eae 
a 
by ae eae 
Big. sey, 
Bey et ee 
- 
oe 
2) 
eas 
| at he 
See ames 
uae ee 
eas leas 
Raat 
Ea peee a 
oe on alae 
a aa 
Bi) ae aa 
| 
i ET test 
Best t aS 
i wah 
| Se ae 
teri 
Re iN 
“eagle 
er ions 
Pe 6h oy | es 
ee ae anf — 
RS aay ¥ 
erie Si, 
Te tik f 
eg ¢ ’ 
a LR\| 
> C te ay ; 
Be 7, 220 a ; ° : ‘ 
pee : nije Dw 
ain” es ‘ => 
" i ik . 
ee: pe lf “=e 
fies ‘ aa : 
emcee — . = 
fis Ae ae ie M4: ‘ . \ ‘ 
ea cee . 
ne es 
er 4 es Se 
Ben ee ok 
Tay 5 cal 
ORR Ar ass leat | 
peat i 
F ae. 
a Bee 3 ‘ 
- 
o's oe 
27. eee Ee 
<i 0s, 
Lie oer , 
mee ain 
eA 
= eee 
rie oe 
PP at age . 
oe 
eee Bt 
G ae Ca 
i ee a 
ea 
7 i % sh 
oe 
eI a | 
via i Be 
eee ee 
pas ie t 
ae i 
an 
wee sie 0 Aisa wae , Z ¢ 
POSE eats ha nn eae oe * oy a ohm tanh A na ee ee See ee ee ee eee eee ee aie ce et one URE” I ae ere Meee an gee F TG Oe Ren Caen ee 
eee ee ee Mets ee ie oe ‘i ae a! nee tae BRR a gt si Sipe hay ieee ¢ apa saa Nig! ee Se ee a oo ae he —s me eed ee ie. ee ee SR Ie Mee noe Aye Peart ain) ee ee Mer a, 
aes ee Ee rae See e 2 aaa? 2 Seite’: ea ee ee a Pra eae Mi Miicaccnpenes litte ee ae ia ‘Se 5 Nr ig ee, pele es See Une ee, eee 
Ee. eee Ngeiecdi ty ASR A SS pence Ra amie ag sy ae lee wer Li oe pe eee Tee see ig a Bal aoe cs eae ee = ome Cee oe Ailes les te Sle icity ies SP se ope ers is : os ee eee 
Spe cle re ACR ee {aE pon | SEE So a Tae a ae pte ie hee Sear. ae eat: eee Pe er a ee a ees Cee er oe eae es 
Spe er se eee Thal The Se a eee . con Te Zier CMe seg yea i a eek. > "Mina aia San a ae ee ae SS Lee ae ree ee Gan Po eee 
ie ae ca ie | | ee A ey 8 a er 


Meet the 
ENTHUSIACTIVE ones... 


Here’s one for your next brainstorming session: 

Describe the typical SPORTS ILLUSTRATED reader. 

If you can, then you can also put your finger on why one boy grew up to be an engineering vice-president at 
36, and the boy who lived right next door didn’t . . . 


And why one family keeps endlessly busy in church, civic, and country club affairs, and the family right 
next door doesn’t... 

And you'll also know what puts the drive in the ““man most likely to succeed.” 

One way to get your answer would be to ask those advertising men who buy schedules in SPORTS ILLUS- 
TRATED. For in SPORTS ILLUSTRATED, more than 600 advertisers reach 700,000 of the kind of families to 


whom sport is one of the enthusiasms of an active life spent in traveling, buying, moving, doing. 


To the small advertiser, these enthusiactive families are a big national market all by themselves; to the 


mass advertiser, they’re the families you should always be reaching with utmost frequency. 


ILLUSTRATED | 


Now 700,000 enthusiactive families weekly 
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